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H. C. Doss, Nash Motors sales 
boss, says the name of his favorite 
\dvertising agency is Geyer, Goose 


_ & Gander. 


2 
A leading lithographing com- 
any admits, via the wanv ads, that 


t is looking for a man “who can 
ell on a creative basis and not on 
price basis.” 


ustomer won’t even look at the 
rice tag. 

- e.<9 
“If the costs of Petrilloism must 
vade printed media,” thunders 
ith Brothers’ L. M. Shaw, “don’t 
id us.” 
Is this a back-handed slap at 
oodruff Randolph et al.? 

a... ¥ 
“Forever Amber” was called 
isiac”’ by a Boston judge. 
eant you can go to sleep with 
at weighty tome and when you 
ake up Amber is still doing the 
me old thing. 


=~. = 
WKZO reports that John V. 
Sigmund, of St. Louis, swam 292 
hiles non-stop in 89 hours 42 min- 
ites in 1940. He must have just 
olled along with Ol’ Man River. 


a, eS > 
It took great control on the part 
f the announcer for the Detroit 
bymphony radio concert to refrain 
saying that the soprano 
oloist happens to live in the 
hite House. 
> 2 FF 
A public relations firm has de- 
ded to place advertising relevant 
its service, thus justifying the 
yorst nightmares of its friends in 
e agency business. 


7,  ¥ 
A moving picture producer talks 
out “completely integrated serv- 
ce,” and when you get through 
evading the copy you decide he is 
ering to do the whole job. 

 @ 
Richard D. Crisp, of Racine, 
is., Says one way to reduce sell- 
g costs is to “sell what people 
ant to buy, rather than persuade 
em to buy what you sell.” 


Did they always want Johnson’s 
lo-Coat? 


ie, a 
The Seattle Public Library re- 
»ntly ran a very successful news- 
iper ad promoting readership of 
book on the atomic bomb. That 
today’s equivalent of the old- 
shioned preacher’s sermon about 
‘ll and damnation. 
7 © UF 
“Say what you mean,” Funk & 
Vagnalls urge in their dictionary 
d. And as long as they are talk- 
if to advertising men they might 
id, “And mean what you say.” 
a we 
“Generalizations,” insists the 
ogy Man, “are likely to be 
q a _ 
Including this one? 
, Ve 
Bob Feller has been hit so hard 
, the spring training games that 
S practically a cinch he will open 
* season with another no-hitter. 


Copy Cus. 


His ideas must be so good the | 


FCC Turns Down 
CBS Proposals 
for Color Video 


Terms Field Tests 
Inadequate; Insists 
Better Plan Possible 


WASHINGTON — CBS’s $2,000,000 
venture into “sequential” color 
television was brushed aside Tues- 
day when the FCC reported itself 
unconvinced that the network had 
“as good a service” as can be ex- 
pected “in the foreseeable future.” 

Voluminous hearings here, in 
New York and at Princeton, N. J., 
left the commission with the im- 
pression that CBS is offering pre- 
war monochrome television “with 
color added.” 

“Before standardizing television 
in the upper band, we should be 
sure that all wartime electronic 
developments have been explored 
to determine whether they can be 
applied to advantage,” the com- 
mission said. 


Little Field Testing 


The CBS case suffered heavily 
from lack of field testing. Without 
considerable evidence based on use 
of sets in the homes of average 
citizens, FCC was unwilling to cer- 
tify such qualities as picture 
brightness, flicker, color breakup 
and _ possibilities of producing 
equipment. 

Repeatedly, the commission 
noted that only 15 receivers had 
been used, and that these were all 
in the hands of CBS personnel. 
“There is a great difference be- 
tween the performance of a set in 
the lab in the hands of an expert, 
and its operation in the home by 
an average citizen,” it said. 

While FCC mentioned the simul- 
taneous color system which RCA 
hopes to perfect in four or five 
years, it noted that “wartime de- 
velopments may show that there 
is an entirely different method 
from either sequential or simulta- 


both.” 

“Wartime security precautions 
have been lifted so recently that 
much of the vital information de- 
veloped during the war probably 
has not seeped down to all ele- 
ments of the industry working on 
television problems,” FCC de- 
clared. 

FCC urged researchers to work 

(Continued on Page 65) 


Market Facts 


for you in ‘Information 
for Advertisers,’ Page 
12. Other features: 


ET Cer r ee 
Advertising Market Place 
Chain Store Figures...... 
Coming Conventions 
Department Store Sales 


Editorials ........ 4 <> 
Farm Paper Figures 28 
Feature Page .... .. SB 
Getting Personal . 60 
In Washington .. . 
Magazine Figures eed ce 
Photographic Review ~ 63 
Private Lines ......... ere ee 
Rough Proofs . lease OM 
Voice of the Advertiser. oe 


neous system which is superior to | 


COS. WITH DEPT. 
(539) 


100% 


FUTURE OF MARKETING RESEARCH 
PERCENT OF COMPANIES 


WILL NOT EXPAND 


WILL NOT ORGANIZE 


WILL EXPAND 


COS. WHERE MR. COS. DOING 
LINE EXEC. FUNC. NO MR. 
(1273) (2974) 
100% 100% 
50.2% 
NO INTENT 
TO ORGANIZE 01.0% 


‘ INTEND TO ORGANIZE 
NO ANSWER [772.4% 


How 1,300 Firms 
Handle Marketing 


Research Shown 


Study Shows Best 
Work Done Through 
Department Units 


New YorK—Thirty - eight per 
cent of 4,786 members of the Na- 
tional Association of Manufac- 
turers, questioned in a_ survey 
sponsored by the NAM and the 
American Marketing Association, 
perform marketing research “of 
some kind.” 

This is reported in “Marketing 
Research and Industry,” a lengthy 
analysis of the survey conducted 
last year. Questionnaires were 
mailed to 13,000 NAM members, 

(Continued on Page 26) 


WIDE DIFFERENCE IN PLANS—The NAM "Marketing Research and Industry" 

report shows that companies whose marketing research is handled under a line 

executive will expand such research less than will companies having separate 
research units, but more than firms doing no marketing exploration. 


Dailies on ‘Hit 
Parade Scattered 
Throughout Nation 


Cxuicaco—Newspaper publishers 
—some large, some small — last 
week continued in some cases to 
pay between $100 and $250 a 
ton for newsprint as the Canadian 
box car shortage held down ship- 
ments to papers scattered through- 
out the nation. 

Despite some statements made 
in the past fortnight that the 
critical shortage can be substan- 
tially alleviated by placing as 
little as 50,000 tons in the right 
publishing hands, AA learned of 
several publishers whose total 
supply is enough for only four 
days’ normal editions. 

(Newsprint news from 

(Continued on Page 70) 


announced as a client. 


Last Minute News Flashes 
Hubbell to Head Own Consultant Firm 


CINCINNATI — Richard W. Hubbell, who resigned in January as 
television consultant of Crosley Broadcasting Corporation and produc- 
tion manager of Station WLW (AA, Jan. 27), will operate his own 
video, radio and motion picture consultant organization. 
Richard W. Hubbell & Associates will set up 


headquarters in April at 630 Fifth Ave., New York. Offices also will 
be maintained at 140 W. Ninth St. here. 


C&B Soups ‘Back Again,’ Ads Announce 
BALTIMORE—Crosse & Blackwell Company is using 10 newspapers 
in New York, Philadelphia, Baltimore and Washington for a ready-to- 
serve soups “Back Again” theme which makes use of a new format. 
Copy employs about a dozen lines of type simply presenting the re-| 
turn of C&B soups, available at groceries. 
VanSant, Dugdale & Co., is the agency. 


Schenley Revamps Its Ad Department 


No illustration is used. 


New YorkK—Schenley Distillers Corporation is making several major 
| changes in its advertising executive setup, reportedly as the result 


12\ of a study by Booz, Allen & Hamilton, industrial engineer. William 


Bijur has resigned as advertising manager of all domestic whisky 
brands, and John J. Schwed as vice-president and advertising man- 


-’ 14g) ager of Schenley Import Corporation. 


Set Hearings on Bill to Ban Liquor Ads 

| WasHINGTON—The Senate interstate commerce committee has sched- 
uled hearings May 12 on S.265, outlawing liquor advertising in pub-| 
lications and other matter using the mail or other forms of interstate | taxation,” co-op officials point out 
transportation, and on broadcasting stations. 
Capper (R., Kan.) in each session since prohibition was repealed in | jeadgership because of his previous 
1934, the bill has never before reached the hearings stage. 


(Additional News Flashes on Page 71) 


Introduced by Sen. 


the | 


Crosley is | 


Must Put Agencies 
on Profitable 


Basis: Vir Den 


Calls Lack of Standard 
Billing Practice and 
| Slim Profits Risky 


New YorK—Since 1929, adver- 
tising agencies have been operat- 
ing on increasingly narrow mar- 
gins of profit; in the past eight 
years the trend has been accentu- 
ated until many an agency prin- 
cipal considers himself lucky to 
retain 5% of his commissions (not 
his billings). 

In the 1939-45 
period, payments 
to agency prin- 
cipals dropped 
10%, evidence 
that profits are 
not being si- 
phoned off at the 
top. 

These and other ; 
operating head- 
aches were 
pointed out to ADVERTISING AGE 
by the chairman of the manage- 
ment panel of the eastern con- 
ference of the American Associa- 
tion of Advertising Agencies, Ray 


Ray Vir Den 


of-Lennen & Mitchell. 
Den told AA: 

1. Agencies lag 10 years behind 
the clients they serve in cost ac- 
counting. 

2. Agencies suffer from lack of 
standardized practice in billing 
clients for various services. 

3. Agencies are _ notoriously 
sentimental — under pressure of 
rising costs and dwindling returns, 
they must learn to apply the same 
criteria of production vs. expense 
as other industry. 


Large Agencies Hardest Hit 


4. Agencies suffer in inverse 
proportion to size: smaller agen- 
cies have done well profit-wise, 
but the giants of the field have 
been hard pressed to avoid danc- 
ing down a slim thread of profit. 

5. Agencies must do a job of 
client education—clients fre- 
quently have little conception of 


Mr. Vir 


Jerry Voorhis 
Assumes Reins 
of Co-op League 


New YorK—Jerry Voorhis, for- 
mer congressman from California, 
|last week became executive sec- 
retary of the Cooperative League 
of U.S. A. 

In announcing Mr. Voorhis’ elec- 
tion, Murray D. Lincoln, president 
of the League, said the new sec- 
retary would bring to the con- 
sumer cooperative movement “a 
capable and dynamic leadership.” 

Although Mr. Voorhis assumes 
his post at a time when coopera- 


tives are under heavy attack as 
a “form of super-business and 
enjoying special freedom from 


|he is well qualified to supply 


experience in organizing co-ops in 
California. 
' 


Vir Den, executive vice-president” 
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agency overhead, or of costs enter- 
ing into planning and production 
of advertising. 

Up to 1929, Mr. Vir Den said, 


the agency business was simple | 


and lush. In the booming ’20s, an 
agency might well expect to re- 
tain 25 to 30% of its commission, 
and fortunes were made rapidly. 
When the financial walls caved in, 
advertisers trimmed their depart- 
ments —functions of promotion, 
marketing and publicity were 
dumped on the agency and profits 
divided until today, an agency re- 
taining 5% of its 15% gross counts 
itself lucky. 


Rates Vary Widely 


The absorption of functions for- 
merly performed by the client was 
general, but agreement on how to 
be compensated for performing 
the functions was not. Asa result, 
agencies today bill clients at cost, 
at cost plus 15%, at cost plus over- 
head plus profit, at less than cost, 
or not at all—for doing virtually 
the same things. 

Mr. Vir Den points out that on 


many services, agencies do not col- 
lect a full 15%. With the excep- 
tion of space and time, where 15% 
is retained, the common custom is 
to add 15% to, say, production or 
radio talent costs, which does not 
yield a full 15%. 

Some time in the future, all 
agencies may find it desirable to 
bill these costs at 17.65%—a per- 
centage equivalent to figuring the 
cost of production or talent as 85% 
and billing for the balance. For 
example, on production costs of 
$200, computing the 15% as bal- 
ance would make the total billing 
$235.30—or 17.65%. 

Until recent years, Mr. Vir Den 
says, not 10 agencies had an ac- 
counting system worthy of the 
name. They employed a pedes- 
trian bookkeeping system, and 
actual cost accounting was un- 
heard of. 

As a result, many an agency’s 
research department was running 
in the red, some accounts were 
being carried by other accounts, 
and it was a wise adman who 
knew precisely how much he was 


making or losing at any particular 
point prior to the end of the year. 


, Clients Cooperate Willingly 


With the advent of cost account- 
ing, agency principals quickly 
discovered the losing accounts and 
departments; then came the ques- 
tion of making clients pay their 
own way. Mr. Vir Den says he 
encountered surprisingly little 
trouble with clients. “When you 
have the figures lined up,” he said, 
“you can show your client just 
how much he’s costing you, and 
how much he’ll have to pay to 
give you a fair profit. Our ex- 
perience has been that business 
men were quick to see the justice 
of paying their way.” 

The sentimentality in the agency 
field, which Mr. Vir Den describes, 
prevented the application of mod- 
ern time-study and production 
techniques to the agency field. As 
a consequence, in many an agency 
there were vast inequities in sal- 
ary as compared to usable output. 
The brilliant but sporadic writer, 
for instance, was paid far more 
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Indianapolis 
is FILTHY 


ee with Lucre 


Indianapolis ... wealthiest city per capita of 100,000 or more 


in all the East North Central States .. . can buy your product. 


Among major midwestern markets, it’s the one most worth going after. 


Experience has proved that in this territory evening 


newspapers get maximum results. Therefore, if you want to exploit 


this rich market to the fullest, your logical choice is 


The Indianapolis News, far and away the most influential newspaper 


in central Indiana, with the largest daily circulation 


in Indiana’s history. In any national program the Indianapolis area 


has a prominent place, and The Indianapolis News is this market’s 


favorite and most productive newspaper. 


THE 


INDIANAPOLIS NEWS 


FIRST 


DAN A. CARROLL, 11 


IN DAILY CIRCULATION e 
FIRST IN THE HEARTS OF HOOSIERDOM 


FIRST IN DAILY ADVERTISING 


The Great Hoosier Daily Alone 


Does the Newspaper Job 


E. 42nd St., New York 17 © The JOHN €. LUTZ CO., 435 N. Michigan Ave., Chicago 11 ¢ JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


CURTISS 
PEPPERMINT GUM 


Jee CURTISS 


NEW PACKAGE—Resplendent in its new package, Curtiss Candy Co.'s pepper. 
mint gum is facing the countryside on a series of 24-sheet posters, and bidding 
for passengers’ attention on car cards. Curtiss is offering Hawaiian fruit, pep. 
permint, pepsin and spearmint flavors, all repackaged, as well as new packages — 
for its fruit drops. Outdoor advertising broke early this year. C. L. Miller “a 


Company, Chicago, is the agency. 


Advertising Age, March 24, 1947 


Poituce 


than his plugging, productive col- 
league. 

The application of even a rudi- 
mentary cost accounting and mo- 
tion study system to advertising 
will show these inequities, Mr. Vir 
Den says, and able management 
will take steps to correct them. 
Lennen & Mitchell uses a cost 


accounting system applicable to 
both accounts and departments. 
All account executives, for in- 
stance, receive a monthly state- 
ment which shows income in com- 
missions and service fees, produc- 
tive service charges, and other 
services, as well as expenses 
(travel, membership, donations, 
telephone, rent, etc.), and net 
profit or loss before or after taxes. 
These figures are compiled for the 
year to date, and projected for the 
coming year. 


Should Know Trends 


Any account executive, Mr. Vir 
Den believes, ought to be able to 
tell immediately whether the trend 
of his account is profitable, and 
which items of expense are in- 
creasing disproportionately. 

L&M department heads get a 
monthly statement of cost, show- 
ing salaries, bonuses and pension 
provisions, expenses (travel, sup- 
pers, subscriptions, entertainment, 
etc.), and break-down of propor- 
tioned overhead expenses, and to- 
taled billable salaries and billable 
expenses. These data are brought 
up for the year to date, for the 
budget year to date, and for the 
prior year to date. 

Agencies must learn to adapt 
themselves to changed business 
conditions, Mr. Vir Den asserts, 
pointing out that small agencies— 
which are quicker to feel the bur- 
den of losing accounts — have 
already taken steps to put them- 
selves on a profitable basis. 

At the Four A’s regional meet- 
ing, the management panel spe- 
cifically agreed that agencies must 
stop furnishing free services, and 
directed attention to research, 
publicity and radio production. It 
recommended agencies adopt 
standard billing practices for these 
services. 

Mr. Vir Den believes that the 
Four A’s should appoint a com- 
mittee to study the trend of profits 
and standard billing procedure and 
that its findings should be pub- 
licized. This would do much to 
allay misconceptions about agency 
profit in the advertising field, he 
thinks. 


Shurick Appointed 


E. P. J. Shurick, formerly direc- 
tor of press relations and promo- 
tion, Station KMBC, Kansas City, 
Mo., has been appointed promotion 
manager of Free & Peters, radio 
representative, with headquarters 
in New York. While with KMBC, 
Mr. Shurick wrote “The First 
Quarter Century of Broadcasting,” 
a book describing the parts plaved 
by various stations in the develop- 
ment of radio. 


Increases Ad Rates 


Effective with the September, 
1947, issue, American Home, New 
York, will increase its basic page 
rate from $6,320 to $7,000, based 
on a net paid circulation of 2,- 


500,000. 


‘Chiquita Banana’ 
Returns to Air 
with New Spots 


New Yorx—“Chiquita Banana.” 
who boosted a singing commercia] 
into national popularity, returned 
to the air last week with six new 
banana spot commercials, spon- 
sored by United Fruit Company 
According to Batten, Barton, Dur 
stine & Osborn, agency handlin 
the account, about 500 of th 
jingles will be aired weekly over 
117 stations in*40 different mar 
kets. 

The new spots revive the fa 
miliar “Chiquita Banana” refrai 
but in addition urge listeners t 
use bananas in pastries, milk 
shakes and as part of babies’ diets 
In the new format, the commer 
cials sometimes parody quiz pro 
grams and occasionally ring in the 
voices of moppets. 

Like previous “Chiquita Banana’ 
spots, the sponsor’s name is nol 


mentioned on any of the transcrip- ° 

tions. ' 
“Chiquita Banana,” in private P 

life Elsa Miranda, has sung the N 

famous original jingle with a 

dozen nationally known dance ce 


bands, with the Boston Symphony 
Orchestra, and has been parodied 
on most top-rating radio shows. 


Harvester Announces P’ 
1 to 24°/, Price Cuts ti 
Following up its previous an ti 
nouncement of a $20,000,000 pricq 
cut (AA, March 17), Internationa 
Harvester Company, Chicago, las 
week disclosed that the reductions 
on 163 models of tractors, far 
machines, motor trucks and in Pp! 
dustrial power equipment wil 
range from $2.50 to $300, or fro as 
1% to 23.8% 
The company’s largest selling Pp! 
farm tractor, the Farmall-H, wa 
reduced $125, or 10.6%. Twelv m 
truck models were cut $50 to $300 P 
or from 1.9% to 3.6%. in 
Joins Lennen & Mitchell ti 


Howard Schreiber, former! 
with Columbia Broadcasting Sys 
tem, has been appointed radi 
time buying director of Lennen 4 
Mitchell, New York. 


@ Please help avoid t 
hoarding or waste 
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Editorial Program Means toYOU! _ 


“Build for the Buyers’ Market" is vastly more than a slogan 
. . - it's the basic theme of an intensive and continuing editorial 
program launched several months ago by DOMESTIC ENGI- 
NEERING in preparation for today's rapidly changing market 
conditions. 


This constructive, far reaching and widely followed cam- 
paign has brought fo the entire heating, plumbing and air condi- 
tioning field a full consciousness of the opportunities this transi- 
tional period presents. 


As a direct result of the "Build for the Buyers’ Market" 
program, vast numbers of Domestic Engineering Dealers, as well 
as the industry itself, have taken active and effective steps to 
prepare themselves to meet the changing picture. Always a 
merchandiser, the Domestic Engineering Dealer has already put 
into motion many extra activities that will assure him his con- 


tinued prominent position in this buyers’ market. 


Designed expressly to be of greatest aid to the heating, 


plumbing and air conditioning industry, this program has proven , 
of such magnitude that other industries are now being urged, | 
through other media, to "Build for the Buyers’ Market". Thus | 
DOMESTIC ENGINEERING is demonstrating, in a dominant way, 
the power and effectiveness of its editorial efforts both in behalf 
of its industry and the Nation as a whole. 


To the manufacturer this current campaign, like the many 
outstanding editorial programs which have preceded it, presents 


definite evidence of the intense interest generated among 
DOMESTIC ENGINEERING readers for the type of informative 
help they derive from this, their industry's publication ... an 
interest that is not confined to the editorial columns alone but 
carries on directly into the advertising pages. That's one more 
reason why, if your products have an application to the vast 
Domestic Engineering Market, your advertising story is most 
effective when it appears regularly in these pages. 


-. 


s 1939, 1942, 1943, 1944, 1945 and “7 

6 times Six times DOMESTIC ENGINEERING 
has won top awards for outstanding ; 
editorial achievement in competition = 


* 
a winner ! with hundreds of the Nation's leading 


business papers. 
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NAM Unveils First 
Local Level Study 
Made in Reading 


New York — The National As- 


sociation of Manufacturers last! 


week reported the results of the 
first of its pilot studies of com- 
munity relations of manufacturers, 
that of the Manufacturers As- 
sociation of Berks County. 

In presenting the study, Hol- 
combe Parkes, vice - president in 
charge of public relations for 
NAM, emphasized that in the field 
of community relations NAM’s 
sole interest is in conducting some 
experiments pointing up the wealth 
of information available for mem- 
bers at the community level. NAM 
will not work in the local level, 
leaving that field to organizations 
already on the ground. 


The Berks county study was 


| made by students at Albright Col- 


lege in Reading, and the results 
were analyzed by NAM’s public 
relations department. The public 
was segregated into groups, with 
particular attention to teachers, 
clergy, veterans, etc. The ques- 
tions dealt generally with public 
attitudes toward local industry, 
i.e., profits, public or government 
ownership, and what made fac- 
tories pleasant places in which to 
work. 


Study Trends, Not Percentages 


The NAM says no effort was 
made to tabulate answers in the 
conventional manner—that trends 
were picked out, showing the pub- 
lic does not like smoke, dirt and 
the appearance of factories, noise, 
odors, low wages, and irregular 
employment, and that it approves 
factories where these conditions do 
not exist, or are minimized. 

Many people believed that more 
money went into profits than into 
payrolls, that the profit is about 
24%, double what the public be- 
lieves is a fair profit.. Privately 


Fa Z 


;owned plants were preferred by a 


majority, but those who preferred 
government plants did so because 
they think working conditions are 
fairer, that security and personal 
benefits are higher, and there is 
less discrimination. 


Three Fight to Fill 
Lowell Thomas Spot 


Starting Monday, March 24, 
three radio newsmen will each 
air a special five-week series of 
news broadcasts to a National 
Broadcasting Company affiliate in 
order to determine which will 
succeed Lowell Thomas as NBC 
newscaster for the Sun Oil Com- 
pany. Thomas will leave the net- 
work next fall. 

The three, all of whom will 
broadcast at the same time that 
Thomas is on the network, Mon- 
day through Friday at 6:45 p.m., 
EST, during the period March 24- 
April 25, are Kenneth Banghart, 
WNEC newscaster; George Carson 
Putnam, Mutual Broadcasting 
System newscaster, and Alex 
Dreier, NBC Chicago commenta- 
tor. Banghart will be heard over 
Station WBAL, Baltimore, Putnam 


over WBZ-WBZA, Boston-Spring- 
field, and Dreier over WWJ, De- 
troit. Thomas will continue to be 
heard during the test period on 
the remaining 30 stations of the 
eastern network on which he is 
now sponsored by Sun Oil. 


Dif Plans Campaign 

Dif Corporation, Garwood, N. J., 
will launch a campaign starting 
March 31 for Dif household 
cleaner, using one-half and one- 
quarter pages in Sunday roto- 
gravure supplements of news- 
papers in New York, Philadelphia, 
Syracuse and Rochester, supported 
by smaller ads in a list of daily 
and weekly papers in New York, 
New Jersey and eastern Pennsyl- 
vania. In addition, radio, direct 
mail, trade publications and dis- 
play material will be used. 


Adjusts Guarantee 


Effective with the April issue, 
Family Circle will adjust its circu- 
lation guarantee to 1,200,000 copies 
for the period covered by its new 
rate card No. 14. It had guaran- 
teed 1,500,000 copies on a per-issue 
basis since January. The rate per 
thousand is unchanged. 


tional are coming in from scores of countries overseas . . . 


Holger H. Rostedt of Helsinki writes: 


From Finland . . . from Turkey . . . these messages about Pharmacy Interna- 


| understand that your journal is specializing in the export adver- 
tisement of U. S. pharmaceutical industries. As my business is 
mainly pharmaceutical raw materials, | feel that your journal would 
be of great interest to me and | should thank you for informing me 
of the subscription costs and sending me a sample. 


Sark Merkez Ecza Deposu of Istanbul says: 


Please add our name to your list of subscribers. 


Yes, this is the reaction we are getting to PHARMACY INTERNATIONAL. 
PHARMACY INTERNATIONAL is our new publication in English which will 
help sell U. S. drugs, pharmaceuticals, cosmetics and allied products in all 
export markets of the world except Latin America, an area which is covered 


by our companion publication, EL FARMACEUTICO. 


The first issue of PHARMACY INTERNATIONAL will appear in June. Adver- 
(The EL FARMACEUTICO Annual Buyers 


tising pages close April |5th. 


Guide also closes April 15th.) 


There is business waiting for you in foreign markets 


INTERNATIONAL will help you get it. 


PHARMACY 


BUSINESS PUBLISHERS INTERNATIONAL CORP. 
(Affiliated with McGraw-Hill Publishing Co., Inc.) 


NEW YORK 18, N. Y. 


330 WEST 42ND STREET 
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Borden Introduces 
Fiber Containers 
for Home Delivery 


Owosso, Micu.—This city and 
several surrounding towns ip 
Shiawassee county have the dis. 
tinction of being the first in the 
nation to see the familiar glass 
milk bottle replaced in home de- 
livery by the fiber container. 

Following announcement ads in 
local newspapers, the Borden 
Company has launched a campaign 
stressing six reasons for the de- 
parture in home distribution 
methods. It is using 860-line copy 
regularly during the first stages 
of the introductory campaign. 

The milk is packaged in Detroit 
and shipped here for home de- 
livery. Use of this method by as 
large a producer as Borden, and 
by other large dairy firms, is ex- 


of ad appropriations for introduc- 
tory efforts. Promotion will be 
expanded if plans adopted in con- 
nection with the project here are 
repeated in other markets 
throughout the country. 

The Borden copy emphasizes 
that—“at no increase in price”’— 
the milk containers are never re- 
filled; there are no bottles to re- 
turn, no deposit to pay; six of the 
cartons can be stored in the space 
used for four of the old-fashioned 
bottles; and there is no danger of 
breakage, as with glass. 

Elsie, the Borden cow, predom- 
inates pictorially in the introduc- 
tory copy. Typical of the bovine 
slant is this conversation between 
Elsie and her spouse, Elmer: 

“What’s the secret of all this 
popularity?” ‘asks Elsie. 

Elmer: “You mean my popu- 
larity? Well, I’ll tell you—” 

Elsie: “Don’t be silly, dear. I 
mean the popularity of Borden’s 
new fiber carton. Do you suppose 
it’s because the carton’s so safe’ 
It’s mechanically filled and sealed, 
you know—never used a second 
time.” 

Beulah, the calf, adds: “And it’s 
lighter for little kids to carry.” 


handles the account for Borden's 
Farm Products Company of 
Michigan. 


Abelson Promoted 


Nathan R. Abelson, advertising 
promotion manager of Advertising 
& Selling, New York, has been 
appointed circulation promotion 
manager of Robbins Publishing 
Company, publisher of A&S and 
nine other trade and_ business 
magazines. 


Detrex Boosts Lucey 


Henry J. Lucey, sales manager 
of the oil-extraction division © 
Detrex Corporation, Detroit, has 
also been named head of foreign 
correspondence and export sales 


FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92%, 
73% 


Home - carrier - delivery 24 
Bayonne family subscriptio® 
gives us a unique ability ' 
get you enduring results ™! 
a community we have bee 
serving for 77 years. 


THE BAYONNE TIMES| 


NEW JERSEY 


BOGNER & MARTIN 
. State Representatives 
NEW YORK CHICAGO 
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Young & Rubicam, New York,§ 
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WHEN old.-line companies went to Wall 
Street, during the twenties that produced 
so many mergers, it was Custom to set up a 
financial man as top officer in a new com- 
bination. He naturally staffed with his own 
kind of management people. A change fol- 
lowed the great depression. 

For some time, now, the trend has been 
to put men into higher places who enjoy 
an engineering training or who are accred- 
ited graduates of a good business school. 

Many men, of course, with only high 
school backgrounds have also reached the 
high places through their success at lick- 
ing practical situations confronting them 
en route to more important responsibilities. 

It is reasonable to state that it takes a 
certain degree of highly specialized ability 
and gray matter to play on a management 
team in the manufacturing league. 

Broadly speaking, management men 
want to know “why” more than “how.” 
They are more interested in broadening 
their own horizons by adding perspective 
to whatever may be their present fields of 
specialization. For instance, a smart pro- 
duction manager gets*smarter—and more 
valuable to himself and to his plant—by 
acquiring more insight on materials, in- 
dustrial relations, and if you please, on 
markets, sales and distribution. 

Big M. I. caters to this acquisitive type 
of modern management men. To bring 
them new developments straight from the 
field where they occur, Big M. I.’s 16 
editors in an average month visit more 
than 200 plants, interview more than goo 
key men in industry, travel more than 
8,000 miles—and then tell these modern 
management men more than half the story 
in pictures, 

So it is readily understandable, that big 
M. I. strikes the right note for its adver- 
tisers by taking their messages directly into 
the action-zones in the richest segment of 
American industry — where decisions fol- 
low discussions. And where big M. I. in 
both its editorial and advertising content 
contributes to the conversations. 


for all management men con 


ing better products at lower cost, ,aaluwing PUCTORIAL JOURNALi/S/}0 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 


MORE SALES for you by winning the favor of more 
than 55,000 primary readers, at all management levels, 
with authority to make or mold decisions for action. 


More men with 


SMOOTHER SELLING for distributors’ salesmen with 


extra volume from 50° 


% 


more worthwhile plants than 


other industrial magazines claim, in print, to reach. 


a 
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Staff-researched and staff-written 
“rned with making 


and market- 


you more... 


INCREASE PROFITS by putting your message before 
200,000 up and coming-up management people — 4 


| 
| 
| 
| 
readers per copy—to spread your product’s reputation. | 
| 
| 
| 
| 
| 
| 
| 


LOWEST COST—1%¢ per plant—to reach active man- 
agement people in the top 31,500 plants. No retailers— 
no doctors —just straight manufacturing management. 


HOLDS THE READER, 
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Grove Sues ‘Tide 
for $1,000,000 
a = oe a 
on ‘Difficulties 

NEw YorK—Tide has been sued 
in New York state supreme court 
for $1,000,000 damages for a state- 
ment in its March 7 issue that 
Grove Laboratories “is said to be 
in difficulties again.” 

Grove’s suit contends that the 
word “difficulties” implies finan- 
cial embarrassment. E. F. Thayer, 
publisher of Tide, told AA “The 
suit is filed and we are preparing 
to defend it.” The basis of the suit 
is largely a matter of interpreta- 
tion of Tide’s report, he pointed 
out. 

Grove and Tide attorneys have 


held several conferences concern- 
ing the statement but have re- 
portedly made no progress. 

The March 7 statement included 
the assertion that “the First Na- 
tional Bank of St. Louis, which 
acts as trustee for the estate of its 
(Grove’s) founder, is reportedly 
interested in selling the business.” 


Margolf in New Post 


Fred C. Margolf, until recently 
manager of the home laundry sales 
division of Hotpoint, Inc., Chicago, 
has joined Iceberg Refrigerated 
Locker Systems, New York, as 
general sales manager. 


Strang Joins BSF&D 


Robert M. Strang has joined the 
art department of Brooke, Smith, 


French & Dorrance, Detroit. 


General Foods 
Begins Television 
on Three Stations 


New YorK—A year ago General 
Foods, radio’s top spender, decided 
television’s advertising potential 
was well worth investigating and 
appointed a committee of three ad- 
vertising and merchandising ex- 
ecutives to do so. 

Recently the committee turned 
in a report recommending tele- 
vision sponsorship and last week 
General Foods announced it had 
booked time on all three New York 


video outlets. 

On NBC’s television station, 
WNBT, General Foods has signed 
for the 8 to 9 p.m. Thursday hour, 
recently relinquished by Standard 
Brands. The company probably 
will use the time for live studio 
shows, and, according to rumor, 
is considering adapting to, tele- 
vision its radio program, “Juvenile 
Jury,” heard on Mutual Sunday 
afternoons. 


Has ‘Visual Appeal’ 


“Juvenile Jury’ has obvious 
visual appeal,” say company offi- 
cials. The series is scheduled to 
start at an early but as yet un- 
specified date and run for 13 
weeks. 

On the CBS station, WCBS-TV, 
GF and Ford Motor Company will 


- Owns snow shovel 


His neighbors own snow shovels; the 
people in the next block and across the 
city own snow shovels. 
the point because these privately owned 
shovels mean private 
homes. And Philadelphia, third city 
of the U. S., has more families in indi- 


We're making 


walks, yards, 


vidual homes than any U. S. city. 

We’re making the point, too, that 
full-sized homes mean stability, a good 
standard of living, a wide variety of 
wants, a good market. Philadelphia is 
a leading market. 
to-reach market — 


newspaper. 


in America. 
Further, it’s an easy- 
because 4 out of 5 


in Philadelphia — nearly everybody 


reads THE BULLETIN 


Philadelphia families daily read one 


That newspaper, The Evening Bulle- 
tin, has the largest evening circulation 


It goes home in this city 


of homes — spends the evening with 
the people that do the buying. 


Advertising Age, March 24, 1947 


co-sponsor the 77 home games of 
the Brooklyn Dodgers baseba]) 
club. Both sponsors will partici. 
pate in the commercials of the 
opening game, after which GF ang 
Ford will assume sponsorship op 
alternate days. 

On New York’s third video out- 
let, DuMont’s WABD, GF will 
sponsor spot weather announce. 
ments, with the starting date as 
yet undecided. Three advertising 
agencies, Benton & Bowles, Young 
& Rubicam and Foote, Cone 4% 
Belding, will prepare commercials, 
the agency responsible determined 
by the product advertised. As 
trade commentators point out, the 
situation puts the three agencies in 
direct competition to come up with 
the best techniques of selling via 
television, while the company 
looks them over and picks the 
winner. 


Chapin Headed Committee 


In its year-long investigation of 
television the company’s commit- 
tee, headed by Howard Chapin, 
associate advertising manager, 
and assisted by Ed Murtfeldt and 
R. C. Williams, dug into every 
angle of television. They made 
repeated trips to every station in 
and near New York, saw all types 


of shows, read countless scripts, 
and pondered all the trade articles 
they could find. They even visited 
television experimental labora- 
tories and receiving set assembly 
plants. 

The result was the conviction 
that now is the time to invest in 
video. General Foods executives 
emphasize they are in television, 
not as a trial flight, but to stay. 

The company has not released 
any figures on its_ television 
budget, but says its video ex- 
penditures will be an addition to 
other advertising costs and not a 
substitution for campaigns in any 
other medium. 

An important factor in deciding 
to enter television now was the 
importance of obtaining a fran- 
chise on good television time. 
Most authorities agree that tele- 
vision will have fewer good broad- 
cast hours than radio. The com- 
panies who get in now, say GF 
advertising heads, will have the 
preferred positions when lots of 
advertisers are clamoring for tele- 
vision time. 


Classified Association 
Offers Free Counsel 

Pacific Coast Classified Adver- 
tising Managers Association has 
formed an advisory committee 
whose counsel on classified adver- 
tising problems is available to all 
newspapers in the West without 
charge. 

Morton J. A. McDenald, classi- 
fied manager of the Oakland Trib- 
une, Clarence Diffenderfer, classi- 
fied manager of the Stockton Rec- 
ord, Kenneth Flood, classified 
manager of the San Diego Union- 
Tribune and Sun, and Harlan 
Henry, classified manager of the 
Times, Phoenix, Ariz., have been 
named to the four-man committee. 
They will make individual reports 
directly to the papers submitting 
problems. 


Advances Lowander 
Reginald W. Lowander has been 

promoted to sales promotion man- 

ager of Squirt Company, Bever'!y 


Hills, Cal. 
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at Your Feet... 


Why not pick it up, Radio Industry? 


How your competitors would reach for it if they could! 


It’s all yours—you who buy or sell time and talent, and you 


who build programs. 


What is it? It’s the business man’s measurement of radio— 


NRI CUMULATIVE-COMMERCIAL AUDIENCE. 


This new, practical yardstick offers three vital advantages 


—to advertisers and agencies, as they battle tough postwar 


competition ; 


—to program producers, as they seek to build shows that will 


sell more goods; 


—to sellers of time and talent, as they face increasingly in- 


tense competition from other media. 


I. It measures the great uncounted radio audience—the 83 per 
cent of homes beyond the reach of 33-city coincidental phone 
ratings. It records accurately the appetites of Main Street as 


well as Broadway. 


If. It measures the cumulative audience reached by a series of 


broadcasts. This is the market coverage of your program. (See 


the Chart.) 


Only by intelligent, aggressive use of this cumulative yard- 
stick can the sellers of radio avoid short-changing themselves in 


postwar competitive battles for the advertiser’s dollar. 


And only this cumulative yardstick can show the advertiser 
what portion of his market is covered adequately—and what 
portion is left wide open for unopposed aggression by his com- 


petitors. 


Ii. NRI CUMULATIVE-COMMERCIAL AUDIENCE reports, 
for the first time in radio history, the number of homes 
hearing each program’s commercial messages! This is done 
for (a) each individual broadcast and (b) each series of 


successive broadcasts. (See the Chart.) 


Thus the seller of radio has a new, keen-edged sales weapon 


unavailable to competing media. 


And the buyer of radio knows—for the first time—what por- 


tion of his total market is being reached with sales messages. 


Thus NRI frees the radio industry from the costly shackles imposed 
by the single, arbitrary, 33-city coincidental phone rating, which— 
through inability to measure (a) audience size, (b) market coverage 
(cumulative audience) or (c) audience reached by commercials— 
has failed to express the true and larger values of radio in reach- 


ing markets. 


If you use network or national spot radio, let us show you how 
the new NRI CUMULATIVE-COMMERCIAL AUDIENCE, and 
many other equally useful exclusive features of NRI service, can 


. 


help you get the most out of your radio dollar. 


Radio, there’s a diamond at your feet! Why not pick it up?* 


* As so many others have already done. 


TWO KINDS OF RADIO YARDSTICKS 
(For a typical evening program) 
COINCIDENTAL NIELSEN RADIO INDEX 
RATING (Accurate electronic data- from homes of all types) 
Limited to 
phone homes in Total Commercial Cumulative Cumulative 
33 large cities Audience Audience Audience Commercial 
per Bdest. per Bdest. (4 weeks) Audience 
Not a (4 weeks) 
measure of 26.2 
udience Size 4 WKS. 03.4 
3 WKS. 4 WKS. 
3 WKS. 
16.2 2 WKS. 
10.0 
1 WK. 1 WK. 1 WK. 1 WK. 1 WK. 


NIELSEN RADIO INDEX—A Complete Research Service (based on 
accurate electronic recorders) which provides, on a continuous basis, 
the vital facts needed in solving the problems and capitalizing the 
opportunities of programming, time buying, time selling of Radio. 


A. C. NIELSEN COMPANY : 


}ORLD'S LARGEST MARKETING RESEARCH ORGANIZATION 
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Reveal Program 
for Newspaper 
Promotion Group 


Cuicaco—Four “name” speakers 
and 12 brass-tacks discussion 
panels will feature the annual 
meeting of the National Newspa- 
per Promotion Association to be 
held at the Edgewater Beach Hotel, 
here April 7-9. 

Speakers from outside the in- 
dustry will include Under Secre- 
tary of Commerce William Chap- 
man Foster; Alfred Politz, New 
York researcher; Ivan Willis, vice- 
president in charge of industrial 
relations of International Har- 
vester Company, and Maj. Gen. 
Butler B. Miltonberger, chief of 
the National Guard bureau of the 
War Department. 

Special emphasis will be placed 
on research techniques in connec- 
tion with sampling and consumer 
panels, with experts on these sub- 
jects including Prof. Charles A. 


Allen, Northwestern University | agency. 


'School of Journalism, who is re- 


search director for the Chicago 
Times pantry poll; Henry C. Camp- 
bell, research director, J. Walter 
Thompson Company, Chicago, and 
Samuel G. Barton, president, In- 
dustrial Surveys Company. 

W. J. Byrnes, Chicago Tribune, 
is convention chairman. The pro- 
gram was put together by a com- 
mittee composed of Mel Barker, 
Chicago Times, chairman; Pierre 
Martineau, Chicago Tribune, co- 
chairman; Ivan Veit, New York 
Times; Lloyd Borg, Minneapolis 
Star Journal and Tribune; Court 
Conlee, Milwaukee Journal, and 


Raoul Blumberg, Washington 

Post. 

Resumes Advertising 
Faultless Foods, packed by 


Bergoust-Wilson Company, Seat- 
tle, will resume advertising in the 
Northwest for the first time since 
the outbreak of the war. Local 
daytime radio will be used at the 
outset, featuring a contest with 
recipes set to jingles. W. V. 
Mackay Company, Seattle, is the 


Barrett Will Head 
CBS Video Promotion 


Halsey V. Barrett has been ap- 
pointed promotion manager of 
CBS television, succeeding Harry 
Barnhart, resigned. 

Mr. Barrett is a charter mem- 
ber of the American Television 
Society and before the war spent 
two years in sales promotion and 
research with radio stations WOR 
and WNEW. 


To Goodkind, Joice 


Bennart Brush Corporation, Chi- 
cago, has appointed Goodkind, 
Joice & Morgan, Chicago, to di- 
rect the advertising of its new 
Whirl-Brush. Magazines, news- 
papers and direct mail will be 
used. 


Chemo Names Twiss 


Chemo Puro Mfg. Corporation, 
Long Island City, manufacturer of 
drugs, pharmaceuticals and chem- 
icals, has appointed the House of 
J. Hayden Twiss, New York, to 
handle its advertising. Business 
papers and direct mail will be 
used. 


SECOND BIGGEST 


U.S. RAIL C 


75,000 passengers getting on or off 
250 trains daily...terminus of 17 trunk 
lines in one station, largest number for 
any single terminal in the world... 


freight hub also of the 


valley ...great because of great 


transportation facilities! 
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THE 
STAR-TIMES 


ENTER 


Mississippi alone with 


e 
FOR A COMPLETE SELLING JOB 
IN BIG ST. LOUIS YOU NEED 


THE ST.LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


concentrated circulation . 
in well-planned sales budgets. 


ST. LOUIS 


Entrusted by advertisers last year with 
10,232,097 lines of selling messages 
... daily reaching more than a half 
million people in metropolitan St. Louis 


over 175,000 profitably 


..a “must” 


gee 


Crosby and Cantor 
Invade Hooper's 
‘First Fifteen’ 


NEw YorK—Two old timers, 
Bing Crosby and Eddie Cantor, 
and a boisterous audience partici- 
pation show, “Truth or Conse- 
quences,” moved into the First 
Fifteen evening shows on the cur- 
rent C. E. Hooper report, replacing 
“Duffy’s Tavern,” Burns & Allen 
and “Take It or Leave It.” 

The mid-March report showed 
an average evening rating of 11.4, 
an increase of 0.6 from the last 
report. 

The First Fifteen were: 


pL RPP eT es ee Cee 3 
Fibber McGee & Molly.......... 2 
Eee) error 2 
a PTT TET CT. eee 2 
es en A 2 
ob Ree err eres 
ee Re eee 2 
Me. Diptriat Attorney. .......66:5 2 
I TE PII ao ois 866k ies ee oes 2 
MPUAUEN WEMODOLE 6c cc rv cecisadus 2 
Screen Guild Players........... 2 
rN 8 ce bes aoe ee ws Can 2 
Truth or Consequences.......... 2 
Bandwagon p 
Bee SOO oe 4-65 Fa estes aes 19.7 


Eddie Cantor registered a 5.3 
increase in rating, putting him 
back in the top money for the 
first time since last October, and 
Bing Crosby a 4.4. Both increases 
may be partially accounted for by 
the comeback of Al Jolson, who 
was guesting on both programs 
when Hooper was measuring the 
audiences. 


PIKE AwDAowvwrce+i 


Bing Moving Up 


Crosby’s current rating is his 
best since the program’s opening 
of 24.0 last October. Because the 
series is transcribed, network offi- 
cials have carefully watched the 
ratings, believing success or fail- 
ure of the show would influence 
other performers who want to disc 
their programs. 

The average evening sets-in-use 
is 34.4, an increase of 1.6 from 
the last report. Average available 
homes are 81.3, up 0.7 from the 
last report. 

In the top 10 weekday pro- 
grams, “Young Widder Brown” is 
jin first place, a jump from tenth 
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place in the last report. Average 
daytime sets-in-use are 19.2, down 
0.2 from the last report. The 
average daytime rating is 5.2, ; 
decrease of 0.1. 

The Top 10 Weekday Programs: 


Young Widder Brown........ 88 
When A Girl Marries......... 8.0 
Right to Happiness............ 18 
Portia Faces Life............. 17 
Romance of Helen Trent...... 17 
Kate Smith Speaks........... 1 
ee 18 
ES ey, oe tH 
Sera Tee eee eee 1.5 
Breakfast in Hollywood 

EP 2 eee 7.4 
Opens Field Offices 

Air Cargo, Inc., ground and 


terminal service corporation of the 
country’s certificated airlines, wi)] 
augment its Washington headquar- 
ters with the opening, soon, of 
field offices in New York, Chicago 
and San Francisco, and the estab- 
lishment, later, of similar offices 
in Atlanta and Dallas. The offic 

will coordinate the intensified do- 
mestic and international air cargo 
operations of the scheduled air 
transport industry. 


G-E Markets Beau Ala 


General Electric Company 
Bridgeport, Conn., has announced 
a new alarm clock called Bea 
Alarm, which retails at $3.95 plu: 
tax. It is $1 cheaper than an 
other model in the company’s ling 
and is said to be the lowest priced 
model announced since the war 
It will be distributed through drug 
hardware, department, jewelry 
and appliance stores. 


Appoints Hansl 


The Army and Navy Bulletin 
Washington, D. C., has appointec 
Raleigh Hansl Jr., former directo: 
of publicity for the Republica: 
Open Forums and a major in the 
Field Artillery Reserve, as busi 
ness manager. He replaces Hal 
sey V. Barrett, who has become 
promotion director for Columbi 
Broadcasting System’s televisior 
programs. 


Monthly Paper Bows 


Plummer Whipple, formerly 
with Batten, Barton, Durstine § 
Osborn, Detroit, will inauguratd 
a monthly picture newspaper i 
Detroit in June. John O’Brien 0 
the Detroit Times will succeed M1 
Whipple at BBDO. 


ATLANTA 


PEORIA JOURNAL 1 STAR 


— een OLCRA NEWSPAPERS INC. AGENT 
.. WARD-GRIFFITH CO., Inc. 
DETROIT 


SAN FRANCISCO 
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-_ its World News Service, Science Illustrated describes and pic- 
tures a fascinating, practical and speedy English device for parking 
areas that parks cars by electricity; delivers them by pushbuttons in 


approximately three minutes. 


This April article is typical of Science Illustrated’s treatment of timely 
topics that reveal the vital role science plays in daily living. The alert 
and forward-looking readers of Science Illustrated’s April issue will find 
33 articles, features and departments treating such intriguing themes as 
—the birth of a streamliner— perfumed dresses—fish on the prowl— 
the taming of vicious Fluorine—the science mystery of the month— 


and even how to weigh a gorilla. 


Science Illustrated is beamed at those progressive men and women who 
really are interested in present and future developments of science; 
edited for cover-to-cover reading through new techniques using vivid 


illustrations, dramatic pictures and terse writing. 


So a million men and women read Science Illustrated to keep their 
minds in step with the times; to enjoy as well as understand the fas- 


cinating facts of science. 
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Pertinent Facts About 
SCIENCE ILLUSTRATED 


Alert—Intelligent— Demanding Audience 
Intense Reader Interest 
Proved Strong Advertising Response 


Circulation Average of 400,000 Copies 


Gy LA a 


McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET 
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Talk Alone Won't Save the System 


In a talk before the marketing | advertising dollars to sell its prod- 


conference of the U. S. Chamber| ucts. 


We believe that selling 


of Commerce, Benjamin Namm of | products or services is still the | 
the National Retail Dry Goods As- | fundamental and basic reason for | 
sociation took business to task for| the existence of advertising. We_| 
spending $3 billion to advertise its| believe, too, that if business sells | 


products in 1946 and 


“virtually | 


nothing to advertise the system, | 


namely our free economy, which 
made their success possible.” 

This is a familiar refrain, and 
in general we agree with it. 


But we have heard it expressed | 


so often now, and so vehemently, 
that we are very much afraid that 
the concept of “selling our system” 
is getting a little bit out of hand. 

It is probably time for most of 
us to do a bit of fundamental 


its products well, at a fair price, 
it automatically helps to prove the 
merit of the system under which 
it operates. 


—Lichty, Chicago Times 


"| shudder to think what'll happen to our economic system if they ever stop these 
radio programs!" 


No one but a nitwit, it seems to | In a Minor Key 


us, would argue that the business 


| 


This copy for the Bituminous 


it has not put its best foot forward | development: nice clean houses for 


in a public relations sense. 


| has been a contributing factor to 


the shooting, but certainly there 


| have been flaws and faults in the 


thinking on this subject, and to| 
study a few of the old copybook | 


maxims which apply to public re- 
lations as well as they do to ad- 
vertising. Among others, we should 
certainly not forget: 

1. A satisfied customer 
best advertisement. 

2. The best advertising in the 
world won’t sell an inferior prod- 
uct—for long. 

3. “By their deeds 
know them.” 

Specifically, we see nothing 
whatever wrong with the fact that 
business spent virtually all of its 


is the 


ye shall 


system which have been the major | 


contributions to the problem. 

None of us can honestly 
that the ““American way” has been 
flawless. The best we can say— 
and all we need prove—is that it 
has, on the whole, been better than 
any other system anyone else has 
devised. 

It is the duty of business to em- 
phasize this point, and to take 
credit for it. But talk alone won’t 
save the day. Positive action to 


say | 


| 


improve what can be improved | 
upon, and to make the best avail- | 


able system work even better, are | 


essential requirements. 


Have We Misjudged Women’s Desires? 


A very intelligent ad gal we 
happen to know, part of whose job 
consists of addressing large gather- 
ings of females, is up in arms 
about perfume copy and perfume 
names. 

Largely for her own informa- 
tion, this lady usually takes some 
kind of an informal poll of the 
audiences she addresses, and be- 
cause she has found so much in- 
terest in the subject, she has fre- 
quently asked women about per- 
fume advertising and perfume 
names, 

She reaffirmed a belief she 
has had for a long time, and one 
which she insists ought to be gen- 


has 


erally recognized, not only by 
perfume advertisers but by all 
others selling products with a 
purely feminine appeal. She says, 


and we 


that 
completely 


believe, perfumers 


generally have mis- 
idged the temper of the vast body 
of American 


Of 


women 


course women use perfume 


and cosmetics and wear attractive 


clothes to gain the favorable at- 
tention of the opposite sex, says 

ir thoroughly annoyed re- 
searcher But, says she, by and 


large a woman desires to make 
herself especially attractive to a 
particular man, or at most to a 
particular kind of man, and not to 
every male in the’ population. 
“Women,” our informant, 
“definitely resent the kind of ad- 
vertising and the nomenclature 
that promises them a wolf - call 
from everything in pants they 
happen to pass on the street. They 
don’t want to smell or dress or act 
like a street- walker, and they 
don’t want just to attract atten- 
tion. They want favorable, re- 
spectful attention, but they resent 
the implication that the perfume 
they wear will make them a can- 
didate for immediate rape by every 


says 


man on the street.” 
French don’t make 


that mistake, our lady says, add- 


perfumers 


ing that that’s exactly why they’re 
such successful caterers to the fe- 
market Their 
their gowns, their accessories, are 
designed to glorify and uplift the 
female spirit—to make every wom- 
herself securely 
if not a 


male perfumes, 


man feel on a 


pedestal, a duchess god- 
dess. 


It sounds reasonable, too 


This | Miners. : . . 
Mining conditions, we are re- | Texas was barred from the list offmade in an evaluation of syn- 


liably informed, have changed 
greatly in recent years—although, 
frankly, we never remember see- 


QDERN HOMES 
he MONTH RENT! 


OmmOes Coat ee ed 


ing any houses which looked like 
these. 

Mining wages have gone up spec- 
tacularly in recent years, so that 
the average in the bituminous 
fields is around $70 and ranges to 
$90 a week. 

But offhand, the only happy 
miners we ever heard of were the 
Seven Dwarfs in “Snow White.” 

Maybe the Bituminous Institute 
can change that. It looks as if they 
were moving in the right direction. 


Again, Texas 

Strangers, we hate to keep in- 
flicting Texas on you week after 
week. But somehow the Lone 
Star State develops more than its 


share of news. This time it’s 
almost shocking. 
Texas, we’ve learned from one 


of our windburned scouts, has long 
had a prohibition against state ad- 
vertising. (See, we said this was 
shocking. 

In 1876, still smarting from the 
carpetbagger following 
the War for Confederate Independ- 
ence, the state adopted legislation 
prohibiting any state expenditures 
which would “encourage immigra- 
tion” into Texas. 

Currently the biennial legisla- 
ture is considering a proposal for 


invasions 


;a state advertising fund amount- 
ing to nearly $1,000,000 annually, 


system is under fire solely because Coal Institute shows an amazing t© be used for industrial and tour- | 


ist promotion. 
However, in the 70 years when 


advertisers, the land of the long 
drawl and the tall story developed 
|an advertising technique which 
| was practically unbeatable. 

While there were never any for- 
|mal indoctrination courses, the 
average Texan turned out to be 
| thoroughly grounded in Texas his- 
|tory, thoroughly acquainted with 
the shortcomings of other states, 
and highly adept at the discount 
or slough-off gimmick. Thus a 
Texan could pick up an out-of- 
state grapefruit, and say disarm- 
ingly ‘“Ain’t that a cute little 
thing?” He could say shyly “Chi- 
cago is sure a nice town—if it only 
had girls like Dallas!” 

And when it came to bragging, 
or just plain elongation of fact, the 
| Texans were in a class by them- 
Peete Whole squads of Cali- 
fornians used to ask for transfers 
from barracks to escape a single 
Texan ... they couldn’t stand the 
competition. 


We hope Texas takes to space, as | 


space has taken to the Texans, but 
if the legislature at Austin fails to 
come through, we aren’t too con- 
cerned. There’s a missionary 
movement down there—and Texas 
won’t be unheralded, not as long 
as there’s a Texan standing near 
another man who'll listen to him. 


Spring Tonic 

In a campaign to snap Milwau- 
kee out of its lethargy concerning 
civic improvements, the Milwau- 
kee Journal is giving away buttons 
bearing a picture of a turtle lying 
on its back and the slogan, **Turn 
Me Over in °47,” the idea being 
that a turtle in that position gets 
nowhere. 


Mousetrap Story 

According to business tradition, 
the public will soon start beating 
a path to the door of Better In- 
dustries, Inc., which is marketing 
a “better mousetrap” called the 
Clipper. It looks, in fact, like a 
giant nail clipper, is easily set, and 
clearable by simple finger pressure 
without touching the victim —a 
feature that should appeal to the 
squeamish 
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| No. 2771. A Picture of the Ameri- 
can Teacher Out of School—l) 
School. 


| This study, made by Stat 
Teachers Magazines, reports a sur- 
| vey of subscribers in 39 states, and 
| covers ownership of autos, radios 
| etc., preferences for branded prod- 
_ucts, travel expectations and othe: 
extra curricular information. The 
“in school” part of the report deals 
with practices in teaching nutri- 


tion and cleanliness, use of radio 
and visual education, and the use 
of informative advertisements in 
the classroom. 


No. 2772. Syndicated Sunda, 
Magazines—An Appraisal. 
“The advertiser or advertisin; 
agency which refers to advertisin 
in syndicated Sunday magazines 
as ‘advertising in Sunday news- 
papers,’ or as ‘advertising in news- 
paper supplements,’ when promot- 
ing this advertising to the sales 
force or trade, is throwing away 
valuable merchandising power 
which has been bought and paid 
|for.” This is one of the points 


dicated Sunday magazines by 
Lionel Moses, vice-president of 
Parade Publications, Inc., which 
he illustrates with a case history 
cited as a typical example. 


No. 2773. The Original Equipment 
Market for Motors. 

Electrical Manufacturing has is- 
sued this analysis of a _ survey 
conducted among its readers—en 
gineers and designers responsib 
for development of electrical ma- 
chines, appliances and equipment 
—to find out what motor-operatec 
products their companies are now 
making and what types and sizes 
of motors are being used in eact 
case. The report lists about 1,224 
different types of equipment whict 
'represent today’s applications fo! 
motors. 


No. 2764. The Metalworking I[n- 
dustry Reports on Prospect 


for 1947. 
Trends, and the 1947 outlook fo 
the metalworking industry art 


discussed in this brochure, the ma- 
| terial for which was prepared 

the editors of Steel, a Penton pub- 
|lication. Graphs and charts 1! 
lustrate coverage of production 
plant capacity, employment, 
dustry shifts, costs, prices ar 
profits. 


No. 2755. High Spots of the 19+ 
Railway Market. 
Simmons-Boardman Publish 
Corporation has issued this bo: 
let, which reviews the devel 
ments and prospects for 1947 1 
way buying, with facts and fig! 
on the outlook for railway tra! 
earnings and purchases. It 
cludes a brief analysis of 
trends in each of the major ad 
sions of railway activity. 
No. 2749. Food and Drug §S 
Route Lists. 


The Philadelphia Evening ! 
letin has published revised ro.‘ 
lists covering 5,379 food st 
and 1,670 drug stores. Each 
the two booklets contains dat 
population make-up, number 
dwelling units, etc., for each 
seven areas in the city. 
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: What you. sh 


ould know about sy 7 
to sell ftir Conditioning 


According to a Fly-by-Night Research Organization, most of our feathered friends 
are notoriously fickle in their friendships. 

Pigeons, though, are different. In a way, they’re like people — male and female 
generally sign a long-term contract. But note that a pair of pigeons have simple needs — 
they ask only for each other and bread crumbs. While people, when they pair off, must 
augment amour with everything from alphabet soup to air conditioning. 

Now let’s suppose the male is harassed by hay fever, while the female is determined 
to drive dust from their domicile. Obviously, they’re both pushovers for an air-con- 
ditioning unit — but before they deal out their dough for one, they’ve got to see eye-to- 
eye on the kind they buy. It’s a different story with, say, soup. If he thinks cream of 
spinach is swell, while she likes to sip consomme, there’s room for both kinds on the 
pantry shelf. 

Same thing’s true with ‘most everything they buy. Be it bedding or baked beans, 
motor cars or mouthwash, the same two sexes buy ‘em — males and females. Either 
together, or separately. 

And who can woo males and females like The American Magazine! 


Dollar for dollar, page for page, no other magazine can match the multimillion 


male-female circulation delivered by. .. Pe ’ : 
J tm erican 4 
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COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER AND WOMAN'S HOME 
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On Watch in Congress 


Chicago Tribune Washington Correspondents 


Willard Edwards 
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Leland Forrester 


Arthur Sears 
Henning 
Chief, Washington 

News Bureau 


Philip Warden 


Walter Trohan 


Robert Young 


Lloyd Norman 
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Another example of the editorial 
enterprise which keeps the Tribune out in front 
as Chicago’s most widely 
read newspaper and most 


productive advertising medium 
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John Fisher Joseph Hearst 
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Ww E.N the November elections made plain that dramatic 
new importance would attach to every move and coun- 
termove in the 80th Congress, the Chicago Tribune took 
immediate action to serve the stepped up interest of readers. 
In addition to its downtown Washington news bureau, the 
Tribune set up a separate new staff on Capitol Hill to report 
the news developing exclusively in Congress. Under the new 
plan, the Chicago Tribune now has one or more men in the 
Senate and House press galleries every minute either body 
is in session. 


Steps Up Service to Readers 


To follow important legislation thru all its twists and turns, 
the Hill staff is composed of five seasoned reporters who are 
thoroly familiar with congressional procedures. The Hill staff 
is organized for immediate expansion from the downtown 
bureau whenever conditions require. 

The Chicago Tribune is the first newspaper in America to 
equip itself to deliver the more intensified coverage of Congress 
whica readers want today. Only the largest press services 
have similar arrangements. As a result, the Tribune home 
office now sets its own congressional reports an hour cr more 
earlier than other newspapers get theirs. In addition, readers 
have increased assurance that every significant development 
in Congress will be brought to their immediate attention. 


Largest Washington Staff in History 
Since before the Civil War, the Chicago Tribune has’ been 
nationally noted for its forthright coverage of Washington 
news by independent reporters selected for their character and 
their ability to get the kind of news which is hard to get. 


hotel in Aint Min ia rect itn a ty, 


Today the Tribune maintains in Washington the largest staft 
ever maintained there in its 99-year history—and by far the 
largest Washington staff of any Chicago newspaper. 

Readers recognize the increasing importance of Washington 
news and they appreciate the extra efforts made by the Chi- 
cago Tribune to get it for them. 

Tribune Washington reporting is one reason tor the plu- 
ralities of circulation won by the Tribune over other Chicago 
newspapers—-from 515,000 to 725,000 more copies on week- 
days than other Chicago daily newspapers, and from 375,000 
to 1,030,000 more on Sundays than other Chicago Sunday 
newspapers. 

To Get More of What You Want 
The editorial qualities which build deepest interest among 
readers produce the best results for advertisers. To get more 
of what you want in Chicago, build your promotion around 
the Tribune—the Chicago newspaper more people read and 
want. Rates per line per 100,000 circulation are among 
America’s lowest. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


February cverage net paid total circulation: Daily, Over 1,040,000— 


Sunday, Over 1,500,000 
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Joins Adair & Director 


Edwin Parkin, formerly vice- 
president and account executive 
of J. R. Kupsick Advertising 
Agency, has joined Adair & Di- 
rector, New York agency, in an 
executive capacity. 


To Reclaim Newsprint 


A new $1,000,000 corporation to | 


reclaim waste newsprint has been 
announced by Frank B. Oldham, 
president of the American Indus- 
trial Company, Buffalo. A cold 


i barf 
ek es uummey” ot. get 


water de-inking method, which | ; 

Mr. Oldham developed before the | Appoint Jack Kayne 

war, is said to guarantee small| Jack Kayne, formerly account 
fiber loss, and low conversion cost, | €Xecutive with Grey Advertising 
The new company, Newsprint Cor- | Agency, New York, has been ap- 
poration of America, will be li-| pointed advertising and sales pro- 
censed by American Industrial to|™0otion manager for Foster Grant 
use the process. Company, Leominster, Mass., and 
|H. Goodman & Sons, New York. 


| Names Kaplan Partner 
i | . . 
Joseph Kaplan, for 10 years) Prepares Slide Films 


with Joseph Cichetti in the Ad- Mullins Mfg. Corporation, 
vertising Linage Service, New| Salem, O., has prepared a sound 
York, has been named a co-part-/slide film for its Youngstown 
{ner with Mr. Cichetti. | kitchens, entitled “D:.am Come 


|ernize kitchens with Youngstown | 


_been made for sales training work. 


Advertising Age, March 24, 1947 


True,” which shows how to mod-| 


units. The film is for showing by 
retail dealers to prospects, wom | 
en’s clubs and other organizations. | 


Ad Council Elects 
Arotier” sound sae im. “the Mortimer Chairman 
in Expansion Plan 


New YorK—Charles G. Mort)- 
mer Jr., vice-president in charge 
of advertising of General Foods 
Corporation, has 
been elected 


Clements to Reinhardt 


Pearle N. Clements, formerly of 
Lyle Hosler Advertising, Peoria, 
Ill., has joined the copy staff of 
Emil Reinhardt Advertising, Oak- 
land, Cal. 


Here is the iH ay Trot | 
“won the approval of advertising men... distributors...” 
retailers and salesmen from coast to coast because i# sells 
... els, Sells! The perfect point-of-purchase electrical dis- 
play designed for all types of manufactured products serv- 
ices, and departments. 
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THE “Streamliner’...NEW 


FLUORESCENT DISPLAY 


COSTS FRACTION 


of neon! 


BRIGHTER 


than neon! 
NO EXPENSIVE INSTALLATION ...NO MAINTENANCE ...NO BREAKAGE! 


All metal, enamel finish, chrome trim. ''Logo'' — Trademark repro- 
duced in color. Sizes to meet all copy requirements. Single and 
double faced styles. 


Tell us your requ 


copy. celor sehome, 


Sketches and ideas submitted without chorge 


er obligatica. 
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1216 JACKSON STREET 
CINCINNATI 16, OHIO 


chairman of the 
Advertising 
Council, succeed- 
ing James W. 
Young. 

Mr. Young, 
senior consultant 
to J. Walter 
Thompson Com- 
pany, continues 
as a member of 
the council’s 

board of directors and as chairman 
| of a newly-formed committee to 
consider general plans and policies. 
Albert E. Winger, president of 
Crowell - Collier Publishing Com- 
| pany, succeeds Mr. Mortimer as 
chairman of the executive commit- 
tee. John Sterling, publisher of 
This Week Magazine, was named 
chairman of a committee to 
broaden understanding of the 
council’s work—especially among 
media owners. 


| C. G. Mortimer Jr. 


Gamble Reelected 

New directors -at-large are 
Charles Luckman, Lever Brothers 
Company; Roy Larsen, Time, Inc. 
Edgar Kobak, Mutual Broadcasting 
System, and Mr. Young. Kerwin 
H. Fulton of Outdoor Advertising 
Incorporated, Paul West, Associa- 
tion of National Advertisers, and 
William Reydel, Newell - Emmett 
Company, were reelected vice- 
chairmen, and Frederic R. Gamble, 
American Association of Advertis- 
ing Agencies, was reelected secre- 
tary-treasurer. 

In connection with its expansion 
program the council announced 
that the “advertising segment ot 
business” will contribute $150,000, 
and business generally is being 
asked to contribute $200,000. 

Emphasizing that ‘public serv- 
ice advertising gets results,” the 
council pointed out that, since Jan 
1, more than $6 billion of savings 
bonds have been sold; cooperatio! 
was obtained from nearly 70% of! 
American families in the last yea) 
in conserving grain products t 
fight famine abroad; forest fires i 
1945 were reduced by 33,000: high- 
way accidents have been reduce 
from prewar levels; Army prestig' 
enhanced, and nurses and studen! 
nurses provided for hospitals. 


Siboney Launches First 
Postwar Brand Campaign 


Siboney Distilling Corporatio! 
New York, will open its first post 
war brand campaign with nationa 
newspaper drives to promot: 
|Siboney, Port Royal and Minut 
rums and Gladstone gin. The can 
paign will introduce a trade syn 
bol for each rum brand. 

Siboney Sam, a mustache pee! 
ing from a huge sombrero, w! 
plug the “clear, clean flavor of h 
rum,” a minute man will be tl 
keynote for Minute Man ru! 
while a pirate will declare th 
Port Royal is a “treasure of 
drink.” A cartoon technique w 
be used in the column ads, 
appear once weekly, for Gladsto 


gin. Kenyon & Eckhardt is 1 
agency. 
oO ore 
2 Appoints Funkhouser 
~~ Royal Rinse, Inc., Philadelp! 
r 5 ee? toiletry and hair rinse manufi 
Dv : S F L A Y Cc e. turer, has named Justin Fun 


houser Advertising, Baltimore a! 
New York, to handle its natio! 
advertising. Newspapers, car car‘ 
radio and point-of-sale advert 
ing will be used initially in a te 
campaign. 
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The A. B. Wyckoff Department Store in Stroudsburg, 
Pa., employs 175 people. It does more than a million 
dollar business annually. For the PATHFINDER Plan 
demonstration of Stroudsburg’s and East Stroudsburg’s 
retail selling strength from May 5th to 10th, this enter- 
prising store will have a bang-up new section with 
modern lighting put in by Sylvania Electric and an ideal 
floor-covering for stores by Armstrong Cork . . . and 
International Silver, Bates Fabrics, Mohawk and Utica 
Sheets, and other important manufacturers will add 
special demonstration departments. New paint, new 
fixtures, new displays will make Wyckoff’s sparkle. 
All over these twin towns, other retailers are giving 
their stores the same energetic attention to modern sales 
methods. The Stroudsburgs and the PATHFINDER Plan 
are attracting the cooperation of manufacturers—scores 
of them—who want to see what the Main Street market 
is really like. What they'll see will be a powerful sales 
response to modern displays of nationally advertised 
merchandise of all kinds. They'll see Main Street towns 


as communities Where Profit Lies. 


Vice-President William S. Wyckoff 
flew to Nampa, Idaho, in 1946, to ob- 
serve the results of Nampa-Pathfinder 
Week. What he saw was an amazing 
demonstration of retail sellingstrength. 
“Now,” he says, “‘we welcome the op- 
portunity to join other merchants and 
civic leaders of Stroudsburg and East 
Stroudsburg in putting the Pathfinder 
Plan to work in our own community.” 


These are the communities served by PATHFINDER 
Magazine which goes to more than a million subscrib- 
ers. In large proportion, they are leading citizens and 
influential business men, as Bill Wyckoff is, with a keen 
interest in national brands and modern selling. 

PATHFINDER will give them the entire Stroudsburgs 
Story in the May 7th issue as an aid to better retail 
business in their own localities. 

More detailed information for manufacturers and 
advertisers about the PATHFINDER Plan and the Strouds- 
burgs’ demonstration of strength may be obtained from 
the Sales Development Department, PATHFINDER Mag- 
azine, Washington Square, Philadelphia 5, Pa. 


GRAHAM PATTERSON, Publisher 


This live wire store is ‘lhe Pathfinder PLAN at work 
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Rogel Joins Rogel 

I. B. Rogel, formerly fashion 
consultant for the women’s coat 
industry, has joined the staff of 
Max Rogel & Associates, Newark 
public relations counsel. 


Good News for Cats 


Coast Fishing Company, Wil- 
mington, Cal., will resume adver- | 
tising on Puss ’n Boots, canned 
cat food, when advertisements in | 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


vision of 
Artkraft* Manufacturing Corporati 
900 Kibby St., Lima, Ohio, U.S.A. 


*Trademorks Reg US Pat OF 


100 key newspapers break this 
week, headlined “Good mews! Puss 
‘n Boots is back!” The product, 
said to be the largest selling cat 
food before the war, was with- 
drawn from the market during the 


| war when use of tin cans was re- 


stricted. Baker & Hosking, New 
York, is the agency. 


Publishes Ad Guide 


for Small Businesses 

William L. Doremus, marketing 
professor at New York University, 
has written “Advertising for Profit 
—A Guide for Small Business,” 
just published by Pitman Pub- 
lishing Corporation, New York. It 
sells for $2. 

Designed for the small inde- 
pendent business man, particu- 
larly the retailer, the book pre- 
sents practical suggestions and 
concrete examples as to how he can 


build sales and good will through 
advertising. The book covers such 
media as newspapers, spot radio, 
direct mail, handbills, signs, pre- 
miums, church and club bulletins, 
and publicity. 


Three Appoint Prelle 

F. W. Prelle Company, Hart- 
ford, Conn., has been appointed to 
handle the advertising of Water- 
bury Mattress Company, Water- 
bury, Conn.; Silent Glow Oil 
Burner Corporation, Hartford, and 
Outdoor Oven Fireplace Company, 
Hartford. John S. Gallagher has 
joined the agency as vice-presi- 
dent. 


Richards Changes 


| Milton Richards, formerly with 


Franklin Advertising Service, Bos- | 


ton, has joined Engineered Adver- 
tising, Roston. 


SS eS 3 Bie 


Freedom of Press 
Study Ready After 
Four Years’ Work 


Cuicaco—The “final” major re- 
port of the Commission on the 


Freedom of the Press will be re- |! 


|leased in book form March 27. 
|Titled “A Free and Responsible 
Press,” it culminates four years’ 
search for the answer to the ques- 
tion, “Is the freedom of the press 
in danger?” 

The commission was financed by 
grants of $200,000 from Time, Inc., 
jand $15,000 from Encyclopaedia 


with 


she’s 


With an awareness 


When a woman “shops” 


blueprints on the table 


her thoughts go far beyond 
wood and steel and stone 
and things that can 

be measured by the foot... 
these are but incidental 

to what she’s really buying 
because, you see 


She has a picture 
in her mind — 
etched deep by things 


fondly studied in her 


favorite woman’s magazine 
— of everything a perfect, 
livable home should be, 

and from these plans she sees 
that picture becoming real. 


of women’s wants and interests 
sharpened by years 

of in-the-home research 
McCall's editors skillfully 
implant these mental pictures 
that move advertising 

into action in more than 
3,500,000 homes every month. 


Advertising Age, March 24, 1917 


| Britannica, Ine. Robert M. Hutc )- 
|ins, chancellor of the Univers 
|of Chicago, is chairman. The bc 
| will be published by the U: 
| versity of Chicago Press at $2. 
| The release date was held up a 
|month to permit Fortune to pi 
the report for inclusion as a spe- 
cial supplement with its April i-:- 
|/sue, due out next Thursday. Tie 

magazine will also devote a four- 
| page editorial to the report. 


Special Reports to Come 


Although the report brings 1 
|18-man commission’s work to 
close, several special reports 
ithe commission’s members a 
staff are yet to be published. O) 
of these, “The American Radi 
by Llewelyn White, until recent}, 
assistant director of the staff, wi! 
be released next Friday. 

“Freedom of the Press: A 
Framework of Principle,” by Wi! 
liam Ernest Hocking of the con 
mission, is scheduled for relea: 
June 23; “Government and Ma 
Communications,” by Zecharia! 
Chaffee Jr., commission vice-chair- 
man and Harvard University law 
professor, will appear late nex! 
summer, and “The American Press 
and the San Francisco Confer- 
ence,” by Milton D. Stewart and 
Harold D. Lasswell of the commis- 
sion will appear later. 

Previously released were ‘Peo- 
ples Speaking to Peoples,” by Mr 
| White and Robert D. Leigh, staf! 
director, and “Freedom of the 
Movies,” by Ruth A. Inglis, staff 
member. 


Covers All Major Media 


The overall report will include 
under its definition of “press” al! 
major media of mass communica- 
tion — newspapers, magazines, 
radio, motion pictures and 
publishing. It has been unani- 
mously approved in its entirety b) 
the commission. 

Besides Dr. Hutchins and Prot 
Chaffee, members of the commis- 
sion are: 

John M. Clark, professor of eco 
nomics, Columbia University; John 
Dickinson, professor of law, Uni- 
versity of Pennsylvania, and gen- 
eral counsel, Pennsylvania Rail- 
road; William E. Hocking, profes- 
sor of philosophy, emeritus, Har- 
vard University; Harold D. Lass- 
well, professor of law, Yale Uni 
versity; Archibald MacLeish, for- 
mer Assistant Secretary of State 
,/Charles E. Merriam, professor 0! 
political science, emeritus, Uni 
versity of Chicago; Reinhold Nie 
buhr, professor of ethics and phil 
osophy of religion, Union Theo 
logical Seminary; Robert Redfield 
professor of anthropology, Uni 
versity of Chicago; Beardsle: 
Ruml, chairman, Federal Reserv< 
Board of New York and of R. H 
Macy & Co.; Arthur M. Schle 
singer, professor of history at Ha) 
vard, and George N. Shustei 
president of Hunter College. 

The report is understood 1 
make a number of specific recom 
mendations for preserving or en 
larging freedom of the press, wit! 
practically all of them in the na 
ture of self-regulation. No revo 
lutionary remedies are suggested 


book 


Vladimir Appointed 

The international division 
Underwood Corporation, Ne 
York typewriter manufacture 
has appointed Irwin Vladimir 
Co., New York, to handle expo 
advertising. Distributors and dea 
ers abroad will be encouraged 
supplement this main drive 
conducting independent campaig 
in local newspapers. Copy Ww 
feature Underwood’s rhythm tour 
typing, and emphasize the 
and ease of operation of 
Figure Keyboard. 


McCann Joins WCOP 
Edward T. McCann Jr., f 
merly in the commercial depa! 
ment of Station WTAG, Worceste« 
Mass., has joined Station WCO 
Boston, as sales representative. 
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Item Company Elects 


Hermann B. Deutsch, associate 
editor, James S. Hay, circulation 
manager, and Loyal Phillips, ad- 
vertising director, have been 
elected directors of Item Company, 
Inc., New Orleans, publisher of 
New Orleans Item. 


2 Name Yankee Service 


Yankee Writing Service, Guil- 


named to 
of Allied 
Watertown, 


has been 
advertising 
Company, 


ford, Conn., 
direct the 
Machinery 


Mass., and East Haven Products 
Company, East Haven, Conn., 
maker of Sav-Em. 


from IDEAS To 
FINISHED PRODUCTS 


ana TRADESHOWS 


TAIELLUCEN Phowe vta.i278 


DISPLAY STUDIOS 


179 NO WELLS ST CHICAG 


Taian 


Acquires Schorr & Forbes 

Coe Advertising Agency, Syra- 
cuse, has taken over the business 
of the Schorr & Forbes Agency 
and the Coe agency is moving 
into the offices formerly occupied 
by Schorr & Forbes in the Empire 
building. 


Adds 2 Radio Courses 


Two new courses— Music in 
Radio and Station Writing—will 
|be added to the annual NBC- 
| UCLA Radio Institute, Hollywood, 
| when it starts its fifth year of 
|/summer instruction June 23, for 
students seeking advanced training 
in professional radio. 


To Air Basketball Games 


| Tide Water Associated Oil Com- | 


‘pany (Western division), San 
Francisco, will sponsor the broad- 
cast of the playoff basketball 
| games of the Pacific Coast con- 
|ference, using a special network 
| of Pacific Coast stations. 


Newsprint Supply 


Lower: ANPA 


New YorK — The American 
Newspaper Publishers Association 
reported last week that news- 
papers have stocks of newsprint 
on hand and in transit represent- 
ing 32 days’ supply at the end of 
February. The supply — despite 
current reports of shortage—com- 
pares well with other years at the 
same date (1946-35; 1945 - 50; 
1941 - 42). 

However, ANPA_ emphasizes 
that these stocks include consider- 
able newsprint in transit, and 
newsprint transportation 
carious—especially in Canada. 

Newspapers reporting to ANPA 
consumed 258,424 tons of news- 
print in February, 1947, compared 
with 223,244 in 1945 and 219,362 
in 1941. During the first two 


months of 1947, reporting news- 


is pre-| 


| papers used 524,846 tons of news- 


print, an increase of 18.1% over 
1946’s comparable period and 
16.9% more than the first two 


months of 1941. 


Astorloid to Bart 


Astorloid Mfg. Company, manu- 
facturer of dresser sets and Stylon | 
plastic combs and brushes, has ap- | 
pointed Stuart Bart Advertising, | 
New York. 


Darmstadter Joins Maxon 

Manfred Darmstadter, formerly 
with Geyer, Newell & Ganger, 
New York, has joined the New 
York office of Maxon, Inc., as copy 
director. 


| To Gravenson 


Gravenson Company, New York, 
has been named to handle the ad- | 


vertising of International Appli- 
ance Corporation, New York, 


manufacturer of Broilking electric 


broilers. 


Prop. & part. 
farm help problem... 


Farm labor has always been a subsistence job. 
His keep and low wages gave the hired man no 
incentive for interest and efficiency. Fat 

factory paychecks of the war years lured away 


farm labor—down 18% 


And today’s mechanized farming requires a 


better calibre of farm 


Three farmers in Steuben County, 


found making a part! 
fw } 
profitable solution of 


Floyd Carpenter, 


who put young Vernon Berry on a partnership 


basis three years ago... 


increase in milk prod 
been upgraded durin 
provided land and ec 
operating expenses, k 


Berry, has steadily uy 


furnished a house, bought a car, is acquiring 


an interest in the farm machinery that will 


enable him to work | 


The two other partnerships are different, 


for smaller farms, one 


but have been mutually profitable. 
‘Take Your Hired Man Into Partnership” 
in March SUCCESSFUL 


evidence on the progr 


of the nation’s No. 


well worth the readit 


| ce i 


, from 1938 to 1946. 


worker. 

Indiana 
1er of the hired man is a 
their labor problem. 


dairyman with 240 acres, 


has had 200% 
uction, and his herd has 
g the period. Carpenter 
juipment; both share 
eep accurate accounts. 


»ped his earnings, 


iis own land some day. 


with an absentee owner: 


FARMING Is effective 
ess—and market potentials 
industry ... and 


ig of any business man. 


Your 


Farm” 


css men .. 


lanta, 


. “Successful Homemaking’ 


in the United States today. 
SsFUL FARMING, Des 


San Francisco, 


fed animals. * 


ot cows aren't ne essarily 


hitetop, but not useful ¢ 


74 : 10N-polsonous, 
.y 3 


Also...‘Are We Whipping Swine Abortion?” 


1,200,000 subscribers in the 15 agricultur il heart states. 
Rag incomes, highest yields, greatest property investment... 


Moines. 


Los Angeles. 


There’s Profit in Hog Pastures,” 


.+- Hay Burners in the Dairy Barn,” 


yrasses . 


“Where Does 2, 


Farm-acy ...at drug store prices, acre of average good 
hog pasture has $800 of vitamin A and B complex 
.so pasture fed hogs are healthier, heftier, than dry-lot 


page 33- 


so hot as milk producers. 


nbalanced rations, poor late-cut hay turns to excessive 


ody heat instead of milk, boosts feed bills, shrinks output 


page I 44- 


Death on dandelions... War developed, top secret killer, 
hecks noxious perennial bindweed, Canada thistle, 


. is ( heap, ( lean, 


4-D Pay,” 38. 


page 


“Your 


Jarn Can Fit 


. dozens of other articles and 
~ deatures provide mental nourishment for an audience of ment illy alert 
. selected from among the ni ition’s most prosperous farmers 


. with largest 


best class 


. For more facts call any office. 


ang York, Chicago, Detroit, 


Cleveland. 


Advertising Age, March 24, 1947 


Publisher Group 


Tackles Newsprint 


Sharing Problems 


WASHINGTON—The Senate smal! 
| business committee’s newsprint in- 
vestigation took a two-week recess 
Tuesday while a publishers’ task 
force works out a method of help- 

ing distressed religious, civic, labor 
and fraternal publications. 

The seven-man task force was 

appointed at a meeting of more 
than 50 publishers, paper makers 
and government officials here 
March 13 after the subcommittee 
chairman, Sen. Homer Capehart 
| (R., Ind.), determined to solve 
| the problem through voluntary 
sharing. . 
| Earlier, the committee had re- 
/ceived evidence from Canadian 
| paper makers showing that the 
United States has a near-record 
| volume of newsprint, but that most 
of the newsprint goes under con- 
tracts to a relatively few large 
consumers. 

Even these large consumers, as 
a result of the growth in the vol- 
ume of circulation and advertising, 
are complaining that they are not 
receiving all the paper they want, 
manufacturers say. 


Must Fill Contracts 


Mills said that they are legally 
bound to deliver their production 
to contract customers, and are un- 
able to divert larger supplies to 
jobbers or to publications that 
have lost their ordinary newsprint 
supply. 

Under a resolution adopted by 
publishers’ representatives at the 
March 13 session, local publisher 
groups will loan or sell paper to 
weekly publications facing 
pension for lack of supplies. 

The publishers’ task force is at- 


sus- 


tempting to agree on similar pro-f 


tection for 


summers. 


non-newspaper con- 


— 


The task force may determine aff 


standard on 
“hardship,” and 
“standards” which will enable the 
non-newspaper consumer to qual- 
ify for aid. 


ANPA Assailed 


Witnesses from the Trentonian. 


which to 


six-day morning newspaper in 
Trenton, N. J., questioned the ade- 
quacy of “voluntary — sharing” 


shortly before the committee ad- 
journed Tuesday. 

Witnesses said that the Tren- 
tonian, which is owned by the In- 
ternational Typographical Union 
had to resort to $200-a-ton “black 
market” paper after a futile ap- 
peal to ANPA recently. 

Calling for restoration of gov- 
ernment restrictions, they said 
“We would as soon put Jack-the- 
Ripper in a policeman’s uniform 
as trust ANPA with paper ration- 
ing.” 

At the prompting of Sen. Cape- 
hart, they promised to make a ne 
appeal to “local publishers” und 
the procedure worked out at t! 
March 13 session. 


Names Reingold Agency 

Knight Leather Products Co! 
pany, Boston, manufacturer 
Thin Man wallets and Ove 
knighter luggage, has appoint 
the Reingold Company, Boston, 
handle forthcoming advertising 
national magazines, newspapé 
and business papers. 


Increases Cigar Budget 

Deisel - Wemmer - Gilbert C 
poration, Detroit, expects to 
crease its 1947 advertising bud 
for R. G. Dun cigars in excess 
10% Outdoor posters, 30 dai 
and radio time signals will sti 
the company’s reputation a: 
leader in the Midwest. 


measure fh 
recommendgs 


HIT E: 
TI 


Sep pee ae We pete ye + ees oe coe seers Ae ead PeaeA ae Weslo at 
sk ee: bie tiie 3 2 eli of a : i hae c Bae was 7a : ha ae ans J Sas a eae aed ay 
com os ; . Say ui ae ae a oa 4 e = eee oe . x - mee, N : > , x 4 elieeere.* 
: ; te J “é a 
“a | ME} 
P| f 
ee ae a | 
j 
re | 
ee 
| 
| . pe ° 4 a 
| rs 
By \ 
for CONVENTION a th 
| 
| re | eee 
es ; o Pe 38 
| | = Aol 
fn ————————————— —  _L_ 
| | 
r | 
7 | | 
| i rr DVRAR GCE Res 
| | 2 he ¢ ones ke ¢ Pe 
Es" ~oetetnttinn’ 3 a eae: ¥ ate rae Bes 
: > aa guatnnto ; < aon y ~ a... P oS 
Hy - _ & a * " @ Pal es ey 
| | = ~ oo «= a a Y — & b aed wy 
“ ee 2 ge ae 4j — 4 j ah. ie 
| fons Lw.e8A ae +, YF Ff, 
; : Q - % oe i ; ae ‘ 
| ‘eS > Bee ey 4 eck \. >. oe re [/ 
we a Aloe yO ae a ae e “a 
- ° TP 9 palm \ ” 4 > “\t8 Bee 
~~ fs % + =n ey ‘ " : = aes —. ve a  % a BY > : Po 
ne o 24 PSE SS Sinan, : bs ——. ~ H eS ss a ee nas F j 
ee ’ ¥ 2 é z i % 4 i j aan : ge , 
Es > & ; er oe a ae g ~—< Se if —_—_ pe: én 
- : (a) , a 7 ~ eo ae | 
\ ' a Ped ae 4 
Ln . Nea?” - 
Pr - ss Y 4 . : ° 
Pee 8! nl os Se REY ‘oa 
. x, ra 1 SANDS \ %. ¢ \y on 7 i {) 
a. ein 4. : ~ > ‘ 4 a bs . ~ 
, SRS Woon Few VS EAN RD. oh ES, 
a SEN ss 4 ! Ve AS a, i ae \ ‘ ' ‘ og Wan 
Tit : Ny \ \ Wes Ss ash . 
s se aA ie iis ~~ Rtgs ~* - ei as 9 
s “ yh ‘ oy ANG a eo sar), ra 
‘ ‘ vee ta ‘AS svi}! aN "7 Xho a 4a" 
| tat AN td a tas} a AN - 
AP tS 0 SSNS ati .’ ah es 
55% 7 bs \ ‘ Sy inl ‘ ‘ * . es : % a ¢ 
, Pe . VS stein? thy ey A | 
s 3 * ‘ * tg > aa | 
tab aaa Ba. as ly! ae -..0% AN , 
PANAD “sb 4 YW * i Sas ¥ Sod, A 
ys NS wt i Sor Soy Na 
ial Re BAS a vA, tte 
he. oS haa Se vy ae tS “TN ig i.e 
op SS Sees Ay qa = Ba AA ane : » cs. an 7 
oe, See wae at - = res. 4 > Es Vo 
‘ ‘ - \" i ah ws . ss AN \ A 
\ Eee oe " 4! AY Ny Aa) 
s\ Se ah 5 «4,54 ED NA ‘ ee. i 4 
‘ - ys, 5 ‘ Bay m*s *¥ : ran tlk 
/ it ae \ \ 4° § i oo 5 = ihe ae oe ie 
| Shae, ORS ee ee 
ise, (hl Be AO LAR Fe Bees 
wd PE) b> : ~~.) 
Vs) VARS og TA apse : 
® AA be Pe Ke Ms Lf t ; or 
4 a | 6 ie oe tee © en f% Mo ee 
‘ \ \ | een a . ‘ewe? me Pg tae” 
* a* \ 5 ied Tae c a a Riek 
\ ‘ \ aes Be Be Whee ie 
ny NN ee oe in 
SVAN poke le a BO Se 
ge yh ee See to oh eel 
:\ } oa re ee ee ae 
Gh ae , 
PO @ 8. A 
ee ‘< oe le ee ee 
A , S 2s 
@ « 1 
a 8 . ive s Pp: 
DR Le Ce fl, ee 
y oe a al 
-~" : ee 
_ jhe a Sf 
Pe . A > - 
: a \ « 
> _SCS~S<‘(. $ 
eS ay ) 
es 
| a ni 
| wen \, es | us: 
Pl 4 Fr gg , 
ae \ ™~% | 
| bat: , 
WY 
ar rit “ 
ae 
3 P: ¥ ; ee a 
‘ , . / \ ; _ 
a r q marke 
os. ee a a 
ae . : es : : ed : bs * sae : ry se f "9 : i , ¥ Fes ey . oe rie - A hp. e Ps . 


MENS SHOP 


4 
>> 
of 
ia 
eS 
ae 4 
i 


\ 
: 
€ NORTH CAROLINA ] 


1 MONTH TO 
REDBOOK, TEX. 


ih cn 


Retail sales are up to $43,000,000 


in REDBOOK, North Carolina! 


And for good reasons! After these 
29,000 young free-spenders have 
paid their taxes they have a spend- 
able income of $84,718,816. They’re 
spending nearly $9'2 million for 
food. Their drug store purchases 
amount to $1,693,000. It will take 
$1,000,000 to buy the furniture they 
need. Their 18,300 automobiles will 
use 12,800,000 gallons of gas, not 


to mention 1,000,000 quarts of oil. 

You can reach this $84 million 
market, every Redbook home in 
North Carolina, at a pro-rata page 
rate of $67. Redbook has just closed 
one of the best years it ever had, be- 
cause it is delivering the business to 
its advertisers. On the basis of per- 
formance Redbook rates a leading 
place on your advertising list. 


HIT EM WHERE , & 
THEY LIVE. ey 
a ain 2 eee “ * 7 + , 


Send for the Redbook State-by-State analysis of family buying power. 
W rite or phone Redbook, 444 Madison Avenue, New York 22, New York. 


WHITE COLLARS 


A recent study by the Bureau of Agricultural 


Economics says: 


"36 of this year’s autos and consumer 


durable goods will be pu 


sional business men, managers and white col- 


lar workers.’” You reach 1,1 


this class when you tell your story in Redbook, 


rchased by profes- 
47,000 prospects in 
U. S. A. — higher 


concentration in 
your best market. 


Ag 
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Realtors Disappointed 
by Congressional Action 
WASHINGTON — It has been hard 
going in the Senate for the real 
estate interests. First, Sen. Robert 
A. Taft, chairman of the Senate 
GOP policy committee, knifed the 
plan for a flat 15% rent hike; then 
he reintroduced an omnibus pub- 
lic housing bill which is “poison” 
to the realtors. 
“There were plenty of realtors 


By STANLEY E. COHEN, Washington Editor. 


Oe ee ae : 


,who thought that when the Re- 
publicans took over Congress, we 
could call it a day,” wailed Herb 
'Nelson’s letter to members of the 
National Association of Real Estate 
Boards. But instead of rent control 
|being lifted and public housing 
“buried and_ forgotten,’ Nelson 
found Congress moving ‘from one 
emergency to another.” 

Nelson feels there are “just as 
many demagogues among the Re- 


publicans as there are among the 
Democrats.” He advises realtors 
to “stand by” their Washington 
committee. “Don’t let anybody fool 
you into thinking the battle is 
over,” he says. 

Note: Realtors are in good shape 
on the House side, where Rep. 
Jesse Wolcott is ready to jam 
through a bill virtually killing the 
veterans housing program. Wol- 


ness mail users had a strenuous 
week shuttling from one meeting 
to the other. To some, there ap- 


'peared to be considerable dupli- 


|clear both 


cated effort. In any event, both 
committees are so far along now 
that a rate bill might be able to 
Houses before July 
adjournment. 

& * + 


NAM’s famous ads, paving the 


cott, who is chairman of the bank-| way for scrapping of the OPA, 


ing and currency committee, would 
scrap government power to chan- 
nel materials to veterans and limit 


were hauled before the House of | 


Representatives as 
Gahagan Douglas 


Rep. Helen 
(D., Cal) 


the amount of commercial con-| warned of the continuing increases 


struction. 


a 


With the Senate and House pos- 


| 


To illustrate the 
terrifying shrinkage in the pur- 
chasing power of the consumer’s 


in living costs. 


“ce 


tal committees sitting simultane- | food dollar,” she brought a basket 


ously to study identical proposals 


| for curbing the postal deficit, busi- 


| 


of groceries from a nearby me- 


dium-priced chain store. She 


ee _—_——— ee eee 


WHAT'S HAPPENING 
IN WASHINGTON D.C.? 


POPULATION TREND SRE 


crease in the population of the Washington, D. C., 
1946 estimates 
reveal a slight increase over the 1945 figure of 1,361,000 
—a puzzling post-war phenomenon until one looks at 


Metropolitan 


the— 


ington. 


DAN A. CARROLL, 


THE JOHN E. LUTZ COMPANY 
CHICAGO 


Area. To the contrary, 


| REASONS WHY | Post-war Government 


agencies and private industry have expanded, absorbing 
much of the personnel of wartime agencies. 
“‘permanent Washingtonians” whose offices were de- 
centralized during the war are now returning to Wash- 
Lastly, many single girls—wartime stenog- : 
raphers—have departed, replaced by veterans and 
their families returning to Washington for their 
previous permanent jobs. 


field. 


NEW YORK 


Many 


“_—---- 


as oe, ora ae 


STAR'S GROWTH 
' 'N CIRCULATION... 


Paralleling the growth of Washington, The Evening 
Star's circulation is now more than double that of any 
other Washington newspaper in the afternoon (not 
including forenoon editions), and its total circulation 
in the Washington Metropolitan Area far exceeds that 
of its contemporaries in the morning, evening or Sunday 


Evening Sunday 

Year ending Sept. 30, 1946... 210,650 225,491 

Year ending Sept. 30, 1944... 191,363 195,097 

Year ending Sept. 30, 1942. 175,822 176,305 

Year ending Sept. 30, 1940 151,201 154,694 

Year ending Sept. 30, 1938 135,562 146,259 

Year ending Sept. 30, 1936 128,565 136,237 

| Increase during past ten years 82,085 89,254 
of 63.8% of 65.5% | 
| All Returns and Service Copies Deducted | 
| Average Net Paid Circulation. 95.3% in Retail Trading Zone | 
| 
ee a 
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waved receipts showing that t 

| food, priced at $10 in June, now 

sold for $15. 
* 


* * 


Committees of the 80th Congr: ss 
are pushing ahead on a variety of 
proposals beyond the well reported 
|hearings on rent, OPA, labor. 
| sugar, and taxes. Each day, doze is 
‘of committees and subcommittes 
study such things as the Nav:’s 
new centralized purchasing syste) 
for “ships stores,” the Kefauver 
bill prohibiting one firm from pur- 
chasing the assets of a competitor: 
the bill to prohibit the use of in- 
flammable fabrics; stockpiling bil/s 

* * * 


With Republicans in charge of 
Congress, Republican committee 
chairmen must go to the rostrum 
to defend various bills up for de- 
bate. In many cases the bills have 
been requested by Democrats in 
| the downtown cabinet, but Repub- 
‘lican committee chairmen, after 
‘the appropriate studies and 
| changes, graciously do their best 
| to fight the bills through. 


* * * 


A “one shot” study of employ- 
|ment in the advertising business 
'has convinced the U. S. employ- 
ment service that agency personnel 
|constitute “a quite stable work 
force; many of them having been 
/with their firms 10 or 15 years.” 
Nearly half of the workers in 
l|agencies are women “employed 
predominantly as copy writers for 
| fashion and artistic work, assist- 
ant advertising managers, space 
salesmen, publicity directors, ar- 
| tists, account executives, stenog- 
raphers and clerical workers.” 

* * & 
| Dr. Edward Nourse, chairman of 
ithe Council of Economic Advisors, 
bitterly attacked business leaders 
who try to get “while the getting 
is good.”” Unless they follow Ford 
and International Harvester in re- 
ducing prices, they are going to 
“dig the grave of private enter- 
prise,” the former Brookings 
economist says. Dr. Nourse charges 
that business has failed to produce 
a “‘workable solution” to the prob- 
lem of sustained production. He 
jis anxious for the return of firm 
prices, which enable purchasers to 
‘make future commitments on an 
| orderly basis. 


| Under HR 1366 which may reach 
|the House floor next week, the 
| Army and Navy return to their 
prewar habit of “advertising” for 
bids before purchasing goods. The 
type of advertising—by press re- 
lease or paid space —is optional 
with the services, so long as ther« 
|is adequate notice to insure “full 
|and fair competition.” 


| 

Western Union’s efforts to econo- 
|mize have deluged Congress wit! 
| complaints from Western Unio! 
|employes, and from telegrap! 
| users. A special Senate smal 
| business subcommittee will de- 
|termine whether small busines: 
| will suffer from the closing 0! 
| Western Union offices. Member: 
|of the House postal committes 
_wonder whether 5-cent airmail i 
|“unfair competition” for the tele 
|graph company. Members ma: 
| juggle airmail back to 6 cents, 0! 
|the assumption that a “luxury’ 
| service should show a profit. 


Borden Plans Campaign 
for New Ice Cream 


The Borden Company, Ne\ 
| York, will launch a national ad 
vertising and promotion campaig! 
| April 1 to introduce its new Lad) 
|Borden ice cream. Using th: 
slogan, “Fit For a Golden Spoon, 
| the new product will be announce 
|in local newspapers April 1; ové 
|Borden’s “Ginny Simms Shov 
| April 4, and in the May and Ju! 
lissues of The American Weekl 
| Collier’s, Life, Look, Newswe 
jand The Saturday Evening Po 
| Posters and point of sale mater! 
| will also be used. 
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AMA Opens 1947 
Marketing Awards 


New YorK—The New York 
chapter of the American Market- 
ing Association last week an- 
nounced the opening of its annual 
competition for the AMA awards 
for leadership in marketing. 

Last year, when the contest was 
inaugurated, the award went to 
Arno H. Johnson, J. Walter 
Thompson Company, for his report 
“57 Million Jobs—a Postwar Goal 
and Opportunity.” 

The rules of the contest are sub- 
stantially those of last year. Mar- 
keters working within the limits 
of the U. S. are eligible for the 
award or meritorious citations, 
and the kudos go only to individ- 
uals, not companies or institutions; 
awards are made for contributions 
to the science of marketing, which 
must be of specific nature, must 
actually be performed or in oper- 
ation, and must have either been 
performed in the calendar year 
preceding the award or have 
proved themselves or been recog- 
nized in the calendar year if the 
projects were initiated earlier. 

The deadline for entries is May 
1, and the award and citations will 
be presented at the national AMA 
convention here June 11. 

Named to judge the contest was 
a committee headed by H. A. Rich- 
mond, Metropolitan Life Insurance 
Company, and composed of D. E. 
Robinson, LaRoche & Ellis; Dr. 
Robert A. Love, City College of 
New York; Dr. Ralph E. Rindfusz, 
Fact Finders Associates; R. A. 
Robinson, Crowell-Collier Publish- 
ing Company; Archibald M. Cross- 
ley, Crossley, Inc.; Dr. Franklin 
Cawl, Kudner Agency; Paul Elli- 
son, Sylvania Electric Products, 
and George H. Allen, New York 
Herald Tribune. 

Application forms may be se- 
cured from Mary Paton, Secretary, 
New York Chapter, AMA, News- 
week, 152 W. 42nd St., New York. 
Completed entries should be 
mailed to the same address. 


To MacFarland, Aveyard 

Martin-Senour Company, Chi- 
cago, maker of Monarch paints, 
has appointed MacFarland, Ave- 
yard & Co., Chicago, to handle its 
account. Four-color ads in na- 
tional magazines will be used in 
an expanded campaign stressing 
its “Nu-Hue” matched color sys- 
tem. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 


5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 
lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C.7,N.Y. 
BArclay 7-8371 


Carrier Names Chester 


John F. Chester, general busi- 
ness editor of the Associated 
Press, New York, will become 
public relations director of Car- 
rier Corporation, air conditioning, 
Syracuse, N. Y., on April 1. 


Lawlor Joins SSC&B 


Jean Lawlor, formerly with| 


Compton Advertising, New York, 
has joined Sullivan, Stauffer, Col- 
well & Bayles, New York, as time 
buyer. 


‘Junior League’ Again 
Takes Advertising 


Junior League Magazine, 
monthly publication of the Asso- 
ciation of Junior Leagues of 
America, New York, again will 
take paid advertising, effective 
with the April issue, which will 
appear in a new format, size 
814%2x11'2%, with four-color covers 
printed on 70-pound stock plus 32 
slick pages. 

The magazine, 
46,500 Junior 


distributed to 
Leaguers in 164 


cities, curtailed advertising during 


the war in a paper conservation | 


drive, during which it changed its 
format from slick paper to news- 
print. New advertising offices have 
been established at 452 Fifth Ave. 


Appoints Hundley 

C. F. Hundley, formerly general 
sales manager of the James Hanley 
Brewing Company, Providence, 
has been named general sales 
manager in charge of sales and 
promotion of the Harvard Brew- 
ing Company, Lowell, Mass. 


23 


Gets Paper Account 

White Paper Company, Holyoke, 
Mass., has appointed R. D. North- 
rop Company, Boston, to handle 
its advertising. 


Blankets Northwest 
Growers 


® No competition — Only N. W. 
growers’ magozine. 

© 5 editions — ads run in oll S, 
no extra cost. 

® Serving growers nearly holf 
century. 

Write for full story 


1135 S. E, SALMON ST. * PORTLAND 14, OREGON 


Gath, Juit 


5-IN-1 MAGAZINE: 


a Pe v 


You cant cover 
without on-the-spot radio 


Bonanza market of the golden west . . . that’s the 
Beeline! Yes, here in California’s prosperous 
central valley and in the rich Reno-corner of 
Nevada, per capita retail purchases top the U.S. 


FAP i 


Its impossible & 


‘ 
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average by 35%.t 


But Beeline people live in a land ringed by 
mountains—mountains that stop most outside 
radio signals. To radio-sell these big spenders, you 


need on-the-spot radio. 


That means the five BEELINE stations. As a 
group they deliver interlocking coverage of this 
whole 2 Billion Dollar market. And each is the 

| favorite station of its area. KWG Stockton, for 
| example, rates tops with farmers in the nation’s 


fourth fattest farm county. 


Not a network or a chain, the BEELINE 
stations can be bought any way you want. Check 


| 

| Raymer for all the facts. 

tSales Management's 1946 Copyrighted Survey 
| 


California’s Bonanza Beeline 


MCCLATCHY BROADCASTING COMPANY 


KFBK 
Sacramento 


SACRAMENTO, CALIFORNIA 


(ABC) 
10,000 watts 1530 kc. 


KOH KERN KWG 
Reno (NBC) Bakersfield (CBS) Stockton (ABC) 
1000 watts 630kc. 1000 watts 1410 kc. 250 watts 1230 kc. 


PAUL H. RAYMER CO., National Representative 


KMJ 
Fresno (NBC) 


5000 watts 580 kc. 


iiepniiing i ee Worse 19 ee ae eats oie Se PP hee DIRE Fs ais 4 ime Wate, i. ’ ; aaa Sep org a ote Le gaat Te ee 

OREO a5, ia Sy ae re al t wee Ge, . rip ~ 2 wee, im +i 2 : a * Bh ike rae iefiggiih et, meee i Es . zx 7 . os 4 po ee |i eS ems Ay = i Ro, Se 

1" ; j 
a SEE a 
ee 

| : 

. ee a ——— 

d | 

| : 

S 

’s 

| a 

: ee : 
of 
ee 
im 
Ce 
ve 
in 
b- | | 
nd | 

cae 
St ' 
y- 
SS 
y- 
el 
rk 
aii 
Ee 
in 
ec 
or 
t- ; 

( | | 
T- ES be F 
g- ; 

i — Gear 
of 
rs, 
rs 
ng 
rd 
e- 
to § 

T- | 
i .. 
es 

ce & 
b- & 
te 
‘mM 

to 
an & | 

—waldia~ ~ 
ch . ’ 
he 
ir 
ee j \ 

\\ 
he Senta pemtee eerie | , 
e- 
: _ ae: | 
La , 
Té 
; \ | 
ull & Po S . 
po Keo 
~ KFe ; 
o- & 
it} 
1 | 
al 
al! | 
le- § gr0° : 
- -nes™ = 
2S! | 

of \ . 
asrie” ra 
et LppKe : 
te \ 

a as 
ny’ 
ee a 
a aK a Bi 
n | ks 
“a bees ee ky % : eae 2 a eS ims OE, 
P\' as wd A A .. Be: 
id 4 Brie ff Y | | 
2 C f pe ‘ =e ey 
: on - es — vt. 
n, a ‘ . 
, 1c x 
A lana (pf K a 2 % " < at ms 
iT — Ng \ \ 
¢ eee 
) re z= ae E 
a 


24 


Robert Ballin to 
Join FC&B Staff 


Robert Ballin, vice - president 
and radio director in the Holly- 
wood office of Ruthrauff & Ryan, 
will become vice-president in 
charge of Hollywood operations 
for Foote, Cone & Belding on 
July 1. 

Mr. Ballin has been directing 
the Jack Benny show for Ameri- 
can Tobacco under both the R&R 
and the FC&B banners. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St., Chicago 4 


Scholl Mtg. Expands 


Drive for Foot Easers 
Scholl Mfg. Company, Chicago, 
has expanded its campaign in con- 
sumer publications to an all-time 
high with release of schedules for 
Dr. Scholl’s foot products to more 


than 50 national magazines, 450 
daily newspapers and to The 
American Weekly, Parade, This 


Week Magazine, the First 3 Mar- 
kets Group and Nancy Sasser’s 
Buy-Lines. 

Both size of space and frequency 
of insertion have been stepped up, 
with large-space color ads in 


| Ladies’ Home Journal in addition 


to half pages in Life and half- 
column space in other magazines. 


Donahue & Coe, New York, is the 


agency. 


Rearranges Ad Pages 

Effective with the April issue, 
Harper’s Magazine, New York, 
will put into effect a new arrange- 
ment of advertising pages. All 
general advertising, except on 
covers, will be moved to the front, 
and book publishers’ advertising, 
as well as book reviews, will be 
placed in the back following the 
last page of text. 


- 


@) 


GAIN AND LOSS PERCENTAGES —52 CITIES 


MONTH po aoe ae 
JANUARY 1947-1946 Loss 

"CLASSIFICATION me cone 20 10 

RETAIL art «4 
GENERAL 4.0 

AUTOMOTIVE 22.7 

FINANCIAL -10.1 

TOTAL DISPLAY 17.2 

CLASSIFIED ae} | 

TOTAL ADVERTISING | 19,0 

DEPARTMENT STORES | 20.8 


JANUARY NEWSPAPER LINAGE-——Classified held the lead in Media Records’ 
tabulation of newspaper advertising linage in 52 cities, showing a gain of 
24.6% in January, compared with the same month of 1946. Retail, automotive 


and other classifications stacked up substantial gains, too, but financial linage, 
the only loser, dropped 10.1% below the 1946 figure for that classification. 


Total advertising gained, 19%. 


Willard Transferred 


Harry Willard, coordinator of 
| theatrical distribution for the Jam 
|Handy Organization, has been 
'transferred from Detroit to the 
New York office. Edith B. Em- 
| bury, assistant secretary of the 
| organization, has been placed in 
charge of planning distribution in 
Detroit. 


Advertising Age, March 24, 19<° 


Plenty of Price 
Changes Enroute, 
Economists Say 


WASHINGTON — The Departme: | 


of Commerce’s top business ana 


‘control 


ysts are predicting ‘“considerab! 
adjustment of the price structurs 
during 1947, with a minimu) 
repercussion on the general lev: 
of business activity. 

A careful analysis of pric 
movements since the end of pric 
shows distortions whic 
foretell downward adjustment fi 
eight major commodity group 
according to Economists Louis . 
Paradiso and Louis H. Rodrigue: 

As production eliminates short 


C-P-P Uses Yankee Spots ages and inventories build wu; 


Colgate - Palmolive - Peet Com- 
pany, Jersey City, through Ted 
Bates, Inc., New York, has signed 
with three Yankee network out- 
lets, WNAC, WICC and WONS, 
to sponsor one-minute transcribed 
announcements for 26 weeks, five 
days a week, promoting Veto de- 


| odorant. 


a 


Mama Ofoole and Mrs Doughheavy Bo 


» «but Outdoor is the Only Advertising that Reaches Them Both ! 


Sellers beware! 


Today, more than ever, you need 


the proved sales power of outdoor advertising. For 


in no other way can you reach today’s huge multi- 


billion-dollar w age-earner market so effectively, so 


economically! 


Today's Wealth is Homogenized — Like Milk 


In 1940, a mere 25% 


of the families controlled 


almost our entire national income. But today the 


“working class” 


is in the saddle—vour best pros- 


pects for everything from radishes to real estate. 


Qur national income is more than twice 1940°s—a 


res ord 
by over 90! 


175 billion 


and it's homogenized. shared 


of the people. 


So bring your advertising strategy up to date. 


YOUR 


MAJOR 


MEDIUM 


Belong to the Horsy Set’ these Days 


General Outdoor Advertising Co. 


Use outdoor and sell the ready-spending O’Tooles, 
Klinkenheflers and Chilettis as well as the Astor- 
gilts. No other advertising medium gives you so 


much coverage at so little expenditure! 


IN 35 MAJOR 


MARKETS 


ary, 
_wholesale prices 


these commodities will be force 
back toward their traditional pric: 
relationship with other commodi 
ties, the experts feel. 


Room for Adjustments 


“The fact that many of the com- 
modities—notably those in the 
farm group—are yielding unusu- 
ally large margins means that 
there is leeway for adjustments 
without destroying the profitability 
of trade,” they say. 

“Furthermore, we may expect im- 
provement in the efficiency of pro- 
duction and distribution as output 
in some industries is better or- 
ganized on a high and sustained 
level.” 

Between June, 1946, and Janu- 
1947, the over-all index of 
increased 25%, 


and consumer goods rose 15% as 


a result of “the elimination of 
price controls and the restoration 
of free market pricing at a time 
when demand pressures, while 


| diminishing in intensity, were still 


high and normal production and 


imports had not been fully re- 
stored.” 
Of 675 commodities, 418 reg- 


istered increases of 5% to 50%; 68 
from 50% to 100% and 19—farm 


'products and raw materials—over 


items—some steel, 


100%. 
23 Groups Decline 


There was little change for 147 
nonferrous 


,metal, chemical and cereal prod- 
ucts; 23 items—oats, potatoes, corn, 


oranges, apples, mercury, tartaric 


acid and toluene —dropped in 
price. 
The eight commodity groups 


which have advanced beyond their 
traditional price relationship in- 


/clude paint and paint materials, 


| steel, 


meats, lumber, drugs and pharma- 
ceuticals, fats and oils, shoes, 
leather and cotton goods. 

Meat supplies will expand late: 
this year, the Agriculture Depart- 
ment says. Lumber is ‘already 
easier, but will be short the re- 
mainder of the year. Industrial 
oils remain short. 

Leather and leather shoes should 
improve by the end of the year 
Cotton supplies will improve. 

The report says that iron and 
furniture, furnishings, in- 
dustrial chemicals as a group, anc 
pulp and paper “are fairly wel! 


|in line’ with their past relation- 
;ship to the all-commodity index 


Sellers See Hotpoints 


Hotpoint, Inc., Chicago, is show- 
ing its first “completely postwar 
automatic electric ranges, a new] 
designed water heater, and a! 
automatic electric dishwasher 1t 
distributors in a series of meeting 
opening in Portland, Ore., Marc! 
24. The meetings will be hel 
successively across the countr 
with the final session schedule 
in Dallas May 14. 


Scott Joins LaFond 

Julian Scott, formerly execu 
tive vice-president of the Moder 
Merchandising Bureau, has joine 
Richard LaFond & Co., New Yor! 
as account executive in charge | 
fashion accounts 


Advertisin 


Hospita. 

In an |; 
capital fur 
eral Hospi 
advertiser 
pers throu 
Co., Bosto 
as an expe 
tion. 


Simmon 

Willard 
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Advertising Age, 
Hospital Uses Dailies 


In an appeal for unrestricted | politz Research, 
capital funds, Massachusetts Gen- 
eral Hospital placed two half-page 
advertisements in Boston newspa- 
pers through Gilchrest-Spriggs & 
Co., Boston public relations firm, 
as an experiment in funds solicita- 
tion. test for 


March 24, 1947 


dustrial Editors has 
second annual 
editors of 


. ° . lished 
Simmons Joins Politz sa 
Willard R. Simmons, 
director of sampling survey sec- | 
tions of the National Housing Ad- | 


ministration, U. S. Office of Educa- 
|tion and OPA, has joined Alfred | 
Inc., New York 


Opens Magazine Contest Dragotto, P.O. Box 404, Milwaukee. 


The International Council of In- | P 

opened the Lenox Discloses 
publications con- 
all company | 
| magazines and newspapers pub- | 
in the United States and | 
Canada. The contest is being con- | a technicolor, 
formerly | | ducted by the Wisconsin Regional | picture on the manufacture of its 
| Association of the council and is | 

under the direction of Joseph A.|panded 1947 advertising budget. 


Dragotto, editor of the Solar Cor- 
poration’s 
{entries is April 25, 1947. Entry 
blanks may be obtained from Mr. 


copy, 


1947 Ad Plans 


Lenox, Inc., Trenton, N. -J., 
maker of fine china, will produce 
16mm sound motion 


china products as part of an ex- ager 


Castle Films 
magazine. Deadline for | film to dealers, colleges and clubs. | 
Four-color full-page, and quar-, Inc., 
ter-page black and white magazine | Owen, 
radio spots and full 15-min- 
|ute programs, dealer displays and 
|envelope stuffers will be used in 
the intensified campaign directed 
by Broomfield-Podmore Advertis- 

ing Agency, Trenton. 


Selmar Appoints Two 

Owen *. 
of the Jesse French 
division, has been appointed vice- | advertising. 


29 


president in charge of the New 
Castle division of H. & A. Selmar, 
Elkhart, Ind. Norman C. 
recently released from the 
Navy and formerly with Con- 
tinental Music Company, has been 
named sales manager of the 
musical merchandise division. 


will distribute the! 


Hampden to Hammer 
Hampden Novelty Mfg. Com- 
pany, Holyoke, Mass., has named 
Hammer Advertising Agency, 
Hartford, to direct the paper mill’s 


Parrish, general man- 
piano 


Super Market Serves Farmers 


Just six years ago in Bea- 
Nebraska, 
men went into debt to buy an 
old garage, remodeled it into a grocery store, 
stocked the shelves with well-known brands, and 
through hard work and exceptional service be- 
came co-owners of one of the largest inde- 


= 

= 
: 
g° 


BEATRICE 


trice, two young 


pendently owned retail groceries in southeastern 
Nebraska. There’s the story of the Beatrice 
Super Market in a nutshell! 


The two men behind this fine market are Ben 
Kyles and Lloyd Wright. Ben came to Beatrice 
twelve years ago with a chain grocery firm and 
found both the town and the people to his liking. 
Six years later, he prevailed upon Lloyd, then a 


student at the University of Nebraska, to join 
him in their present enterprise. In the short span 
of six years, Ben and Lloyd have built a pros- 
perous, modern market, 
equipment and including 1,000 square feet of 
refrigerated rooms 


containing the latest 


for meats and_ perishable 
products. They employ 14 people and operate a 
cream station in connection with the store, buying 
cream, eggs, and chickens from farmers in the 
surrounding area. 


Ben Kyles says, (and Lloyd agrees heartily) 
“We like to carry merchandise that is advertised 
in the Nebraska Farmer. More than 65% 
customers are farm people and we know they 


of our 


read their own farm paper and have confidence 
in the products they see advertised there.” 


" Coffee 


a > Deliet Coun 


Ben Kyles and Lloyd Wright, 
owners of the Beatrice Super Mar- 
ket, Beatrice, Nebraska. 


These men are voicing the conviction of hun- 
dreds of successful small town Nebraska mer- 
that the Nebraska Farmer 
ranks first as an advertising medium for their 


chants who know 


customers. 


x wk 


The Nebraska Farmer is read in 
7 out of 8 Nebraska Farm Homes 
twice each month. 


These Products, Sold by the Beatrice Super Market, Are Advertised in the Nebraska Farmer 


Armour 
Butternut Coffee 
Butternut Flour 
Carey Salt 


Clorox 
er Cooper’s Best Feeds 
N Cooper’s Best Flour 


Dreft Mrs. Stewart's Bluing Swift 
Fleischmann’s Yeast Post Toasties Uncle Sam’s Breakfast Food 
Folger’s Coffee Red Star Yeast Vel 


Kerr Glass 

Maxwell House Coffee 
Morton’s Salt 

Mother's Best Flour 


Shinola 


Surejel 
Sutho Suds 


Supreme Salad Wafers 


Victor Feeds 
Water Weter 
Wheaties 


in ae st § " aaea't te yi ‘erry | 2 " : a * 4 oe % Oh Sie rs “ id au eee Nea anos 
iS ky Oo aie mi) Ne es ay yi 5 ; 5 if iene Lyk: Repeat gil aes Pe a Paes ee 
= Ae = 2 ; : oe r- Bee vas. Bet os. d Si sei si ‘ Cet atl ee 7 ee Pare r el Se Ne 
3 4 o 4 7 4 Z . "Sas : ‘ a ‘ . d arg! bs : a. Past ; P ek * or eter SX see 
. . Bs : ~ i . — 
ree : 
Ro oy eee 
Be Se Ney ery 
; Bas 8s So aa 
ee ee eae 
|| Fo Ace : 
_ 
clue 6 
Sa . 
SO a a a ee) ee 
‘Aaa 
F 7 
cca e 
—— 
oe 
Ra 28 bs a re I RR . 
3 Ercan te ORD NON 
: Sent! 2223 eee AR errr 
peemee es a a 
MS seme: Se RE ee i OR a 
SR Rs nen ito nit 5. CR ¥ anc. TSC OM a Sa Rae: Go RRR ccna nana oe ae. Sages Ss ee a aac 
Po ce meee wn ; ae nen TT ee pene Bs er REESE SES 
Benn nner) sere > Repeat ae ce ee 3 3 q aetna aR OREO UOTE ana ORES Taaaitins Sno Sooo Sete tien eraa tr Sneha Sania. cee RS 
Reece es see aes carats oo onc aera eae 3 eee eo 3 Se certetes= aise etananeginennae es ae Soo aes gly Bera Mees sti Shas cape hee ee Pate elena Ie eo eT saat 4 
Sones RR he, Se: ee 2 a a bee aR Oe. ae ee mae aan Raa acai aoe a B.S ae. Sn zs 
| ek ee ee eee | — © g bg oo ——)——rrC~—C—“‘<‘CNCi C(C(‘(‘CNNR — : 
SERRE ay om gen x ee pets PRR SS: See ee 2% Siena: NRE Sa RR oS ae See aR Pluie ee an haa cc a ee ex 
- ee ea, eee ee ee tie * 2a i Bee RM Se Fee SRR teak tis be be Sa SS : 
, a —= el l—FeEeee i 
ee SSS SSS poate ee Sei a : Bs } 
, EELS SCS a eas Roa ren RR TOON . 
aaa ee i... adn i eee Ha : 
I =z Qe bad 
ee ee fee . 2 al ey. 
SOS 5 : 2 ig i eee 
.. ee : : a Bh ae 
.... ae sae Fe ae er mi 
go, Re ike. Sinn ;: oe {ae = Se 
% SF Se gears 3 Beas Se bn OR Pe rants ‘a 3 iene 2 sa toe 
- tie BES De EH an Be fions ae san cece ais 
Jaane me ea iy ORE REITER . see mae LOSS I Rin esti ntts ea a ee 
SS eee es Ss . . ARN . Bieta rene a nS Reta eee 
SSS eae + Pn nnn soniniininisein nein sete nee OR aa ea om: Mestentcncircat Seis CRE RR REE REE ME ice 5 Eo ty RR a 7 
; es i oe seen tateeSeeeE spsmamumuaeceauassccsceisstt Oe a ) 
Rapa Ss peeen ene t SPORT , : Ss 5 2 nojace ost era pues casera ae a cS RR eR nS eS nc) a are A 
Baa 3 om ese rt SSI ICOS SSSI aaa a ae EMER An pec thymine eo zee Reece Sy Coo CR anc RS ee Co i 
OR a Sees S Sea ke ee sii : : . e . _ sic So a Sa SS RF pean J 
Beticeecns Se Be oF Beant Sooner nr a oe See As eORh Sood bs ae See Aage os [a 
Bniecccennrninansnncae oer ahenenee fetstee spencer a SS RR SERN ea Meee psn ERS : < aaa : ee a 
; So Sie ites. eae ‘Ss fee yee yest Re geet ee , tention 8 si 
ere Seem Ros See: Sesser re } re ‘4 
Sos ae Pe cana Bo ee docs non ae ie. d. pe 
aries eres ae % REE ria aaa reas ataeman tit ea se SS eee ee 
eas ‘eae 5 anes ee ei ES cas. Setee: ‘ Riera... si ee : : 
» ee a 8 PS ES i tee 4 ee ei "aes se cpanees so oR . tr ta a eats — . 5 : 
‘ Bie ee eS Oe ge sis aponeeh ct sas ; , 4 bso - ee a ee 
ae 3 Ses, {7 ate — . * SOR ee sa Jes Saas oo ssaseetal ss en ne sigs - iil ce 
ba oN, a . . . : anaes samen Be Rm er estas i ee is Re See Be ; : SS et tee ae ; 
t eh pesssie em. sitios es haa Pi i Ae Sook SR Sage eee a Bess shirt 2° Reese ree oe ; 
. ils scp eae tages — SSS $ Se ee Reece he MRR OR RR eg ee cde can eee SORES ae Pema ee Renner ae am AM Shoo 3 4 $ ae Se See 
_ Bs ° ae F ORS Sethe et Se 2 iia Sa a SC. NERS RN te Sarna Re # Rosas picasa BoP Berean 3 Soe Rocio Se: ead & 3 ote 3 gS mimmee 
a Pei RRR Secs es SR Oy ge ig ee a aaa 3 ee ese ee a sac ‘RR Pe PPPEEEEE cock 
1 ac Bi sec cs "BRC tac Si cae ac te ag ia Pk cd ~~ ee Pere ; pane. i : a ss ‘ 
. : > 3 : e ae 3 Pca. eae reer = SM le cs e Searenineeammmmnr tea ” Bae . 8 . Bess: . a OSE ee om 
os eS > me es ; I RRR By Be isan Seeks oe Seana Cae ae m3. coe gp SE SEES & & et eee eee % % ee ae & Bete ii ah $3: “i 
a , g me . : > (RSs a A BR Ee 3 Pema a : Mics Eee : mi: a ae CS ee Se ee as aa 3 a rp 2. Se See ie Benen ame 
: —e ies ag : s Re — 4 i) a opt i —grigge Sees: See a cemeien  3> s hts ht i ie ee a BS pe gS eo. alli ; : Pen pee 
— Ea x Aone werarere | i a ty ater pees ee Fee oly ie a a hl re ee 
4 eS ath ieee il S Se Ree Sas en Se ge aera : aa x ee 4 : Sees Sf Se ee Babs - - JS 
aa a “ 3 e ee he RES 3 a ws: . SR cee. % men 2 seca = ‘ ec vine ‘3 me =. cee ae 3 SR aie = eee ea arenes oS 3 Pee i: “oe a ee ye 
f 3 na « eS ones 4 be ARP Pe 2 eS i: ge ie ee ea Be =o NS. OS a > eos 3 ee: 3 Sok esereieetincoes see eamta oe i Sa 235 See ‘ire Sel > 
aie Pee ee eg 98 hs Sh agaaee se ae UG 4 2 ee Ye) eon aie ee aS Fa ¥ < Pees ee oe et 2 ee ro ieee t ¢ ee f | 
ee 3 % é . % ey > ? See a —_—. ” +. > ce Sea ‘ se E. . ay Ome i SS BO ed Beek “OR aS eS data ee Sagoo +2 0 
o Saas ; 7 2 ee Sees Pie a “<a8 x ® Gi GS Bae 8 a : ae Soe ee 3% See toe 2 kee. ok SB a ee Sct Sea NE * Se ¥: bess 
’ fg Setar FOB aS Pee ee 2 & #* were meee LT $ 3) 2% iG ag eS 8 Be : 53 1% eee fae "3 ¥ a ae 
ee PS ee ee P ere eee ee RES igh RTE ¢ 7 : i. ae Y saa i a ee Pea ae 2 iran sae yo ae ~ n é 
S ae ae oa : Sa ee = i * Se me fo eee ON eae of? 5 eee gt ee “acca, we oot Bi : $ : E Ps P & ns Te P 4 E 3 rege Pee: sie: nog a r : 
‘ = See ‘ ee rae cc: ee 5 psec were ae ARES ne es a eee * beet ok ee ‘ Ree fe ae Bs ce ime SR Rg 
f a Sa ee eee ; oe gh 3% q oe ee ecoke ees we” pi ans. c+ sh ot Sa ; Be" Bes ee Oe cae! Rae a ee 
a PRE SRO a eee apo ge a sic eae en gp en cae eee alll Co poo eeieen BC. OORT a aS : = , ES - .. % igs : aa See Se ee t Rebirpe may gah tore 8 
= ae pe oe x9? we ae 3 Suan ed i x me So) 3 oheiae a mea Sesceiaee nee RS Ses 2 as is cami Me eA ts —_— ag ES Te, sr eae Besos any gee bes pee ie Pes. Bese et 
1 ae Ee ge eR Rg RN ee St ecusais Be Be a OS ee I BR ae «3 ’ aa be 
2 Se ae : i eS Prt) tid oe ee | ee 3 eee oh ee ae | #2 cS a ei 
eg 8 ee ; % ge ed Mecaananan Mas ria | Fe of si a fan : ty SS . oe ell 3 Ea gs wise ees: ee. Sees: Se ee 3 mote 4 
Pp Se See 4 eee SO aac oe PFO & é as - € pe age ag = ag q% eRe eS nih Se oe a Pe a si < i a 
5 se 3 J a} Seer oan Pg pan Pa Sng, el ‘ = ae Nd aay Re i . = > % Bierce ee “, ci a 
] oa é Fesncs ae * PNR ota ee eae" Re ee tin Seg ae ae ae oo oo ff 36 5. re ews, Sinan ae re a oxy 4 aE 
= ennntetinn Re . ae aes age Mere gg gs ka a 3 Ri x a a ee dee > eS ; — es es. a wed 
| = See ; z PES eae oe 3 : 7b A “Hihaiaes Ot ance SOO ie P > — ~ re be — ad ) ees itstonanansanamiens cee eunnne Bee 2g ean 
‘ rs eae oe SIRES SE SSS ae ; =: eee a coe 2 Sg Seo Sen Pon . em 3 : 2% eg it a Satie haem sie sama 3 " _ 
: ae ao ae: Sa eas 2 eg a ee eS § . a : i Se ii cn : se ES Ss a pectin a ee eee et ag ‘ 
i- ¢ SA $e ve Ss gece: a a a 4 & bess sg ie ve Se x ee SS _ Be 3h te Sao i SS EE 
; ee , Bee ee * a en Oe ee Sey 3 Premios. ee <a See ER a & Oe pb ieee eetceenr rs ieee — 
a si | es ca , Bein S FS wee, Poo aang ‘ieee eR SR . i 
i : os - a secs Recs ie amas cs . Se ea | Ria ccrrer eee e YS ae ‘¥7 Siete ea a ee ee Piece Mie are eaten Cg S24 ee : 7 
3 as af - oe Sent Sem Spee ieee 3 ieee, 2am 4 22565 4 BER RRR saath ae ay ” 4 
‘” : caer we gr sit tig 13 ae a RS ie cites eee cle ener od # $ gee Rate a Meee ce aa meen: ll = 
8 é a Pi ic.  j Bod ees Pi SEs ieee #8 34333535 ae > ae eS BS en = ~=—C ee om a | 
3 es os Neen tae ee SR Ra aa an ees > 9 etme eee ; =i a Soa RS RE RE Bi SM ten act : 
ss seven eo = Se — oS a ek ee if £23339 3 hi ee ae é Sa oe Bas tae Pa S- 
n oe jennnnmnnnnnnten aie a ae = -£ fo ge Bll Bie RE i ae 4. “ SS $ & gees SRR seem icc: “Saas Game a 
F oa co se ee eS Re a oes — . wer # $33 —— Same: Sec 0. a Se ee anaes Soe my af 
r § Se ee A og ; a? ell iste en ‘ieee i a el za 
' F , beta ee et Rae: | MM eee, 
j — eae se ee —=—lvfl et Oe ous i it Py Jt ae a i oa 
! Z 2 : geome 2 4 fy . Seaoeane ss ; = ag gS Be Sg ies meaty RR RRR ce eae Sas B Woe 
| —— ew FE oe ae ; am — pees see : Sheet iS ee ite Be i. ak fh Seca - > — ». £ war’ 
I ee BS et & ae SS ae ee = : sic ee eee | ee og I ae ee ae * - 
4 [ ae ee Ee cee” ee. See ae Be : = : Se BS go ae” i gs Meg ee ee ae 
7 F Ee. ‘- | 4 . fa ee ail Bet we RES oF eee : ae ; = thins See eal ae RO aed [a eer a 
aaa . a oe . 3 ie agate ee = 33 comet s pe epee secs seed 2 Re & Oi Sa ee (Se R Rec Son a 
; SS So 3 - = i caiman 3 3 . Ee Ree ae > Renee Seamenmnner nei Seis YS LSS me fea Be fs feet _ 
© , PRS EA a hom ig OE _ gages _ a . Ce ipa ea Ss BR a, Sg » We ee =. Sta i see ‘3 iy. ee 2 cg ee a ee a ; 
. ae oss a ae Ath BRR RS a ites 3 eae ing Sa ook eae 3 . $ Cc | Se ce fee eee: | & hic ne ‘ 
i : Bae > i cee Se: F fe’ 4 
- FF SFr a eR eS ae 
1, Bc | oe 
5 Sein 4 ae ee Reema 
: — a fF, 
3 “Seis ae oo} eae 
n i % es ee ge 
; er cd ad TB cxwere nn <i %: 
S 
ir 4 
1 - 
Ss, 
; : 
|= . 
Ss. § a 
3 
> h 
4 re 
>— 
2 
id § ge 
r a 
1a 4 
a= 5 ; 
lO : i 
1] ca 
1 Se ‘ Ng 
s am 
os 
oe 
rc” 
‘9 
4 ; ee : 
r of 
] ‘ — PP 
he’ I y 
il i Se ee 
° emene 
t ska \ 
p jpras J i 
p Nebti i 
“a Fa —— —_ aes 
le A pe , 
r ; "eee \ ae 
io , : 
" , 
sae \ “it ER Re a 5 
Bema " . Ss SE RS SR ca a ‘ 
eee retetanan a See Re RR AD A RRR SB Bar PCE OR SPN OI Cao OPO a ar hea aie ne ane nen eo EE RRR ae OD EADIE RRS BERD RRS OREN RID A OR RRR DE I OER DEER ST NN : ; ER RR 
es: ha iF ‘a emo ce sas ze So lg aor pest arena en Bape Soe y ies Biche “is ; $ : ie ae oe ann 
Signe aa Ss seme Poe Mtssesnaseesonnsoeea “gemenes | Semmens oes LERNER READ DERN IRR Lanta nner enn nee ee ee TERE EERE SRN III TRI IID IRE IDE I DRE RE Minne ee - 
Be teeters % a Sl}. ie seenanneee gms. Satara naa Det OR ROR RR RRR RN Bence ec ei an a ha a SR eae pee a Oi . 
poe: Ti i . she cms see oe © age eB Bee pe esac PSS ER SM i OO LS MM eee ee ee Bi er Pe ices Te 
Be een . ‘ a no Re “epee eee” See : = iF @ « a a Gee ; ow as ee a, 8 mee ie ~<a. e See? oa “Eien. _ eet 
ps: wi eit oo a Ob a a Ye » £ oe ee Ghee ’ ££ ot FF 2 hUh wh » i ee Ge, ee = 
r apace: uu Pen pashan cesta eaten soaennemnennn aes soem Sonat . Es: 2 sta 2 Seecennceecieeeet 4 : es 4 Ee PORK Biren inte Sree. eae arn ee Percent : eaten mee Se ropa i: inceoncaanas 7. 
fo eee ——— q | eaten REI SS. eee serena eset Seal % e en cean cer a Pe cecnneessnsetatetee oteanenenena Sian” Loeates eae : q ee : eeprom SiR RRR a oJ ali 
Bouse qaasan svave CAP Oe eas Bos: | ieee ea RR eg — “aaa re pen ea? pin Sie . foe se ‘ers § aera ’ Me 
; Re ee - essen ff ~~ Rye hk FF oo a Ge so me oe & ee are Ge ae lid 
1 SRR ROR cient ae a Rs SecnerranenD se Sorc, Saat, - Fe eS iw . % ah Spee” a, m a le 4 ~ 6 tin, , pais 
' Bee iia tiesyrtaamansetesianaeracteae terete ote eR ee te erates antaite etetneees ee SSAETSEREOE SEESSTSSE S SESSESEEEESGSSSS Me ae OE LEE SESE: Se Dees Lee oe ELL LN MELE LEEPER EE Cane aire ae aga 
meee nteraneonenaneta es tatetets Mente ce hel Pan er cetera eater ean Re RRP See aR RN Re a SR Rn Oe nO ies a Son R ARNE ERA A ERAN NDS RR RE SR SRN RARE RAR Te : PI ED LI SPL LT LS LILES ERI OED oe oon oe RN re a Pn De ences” - 
( a ga eee ee ee PE EEE ERR ie a ge ee Sng 
(SSE eS a a a ae ate nate ee een aad AND PUBLISHING, os i Ma I a ea a x ) 
SSIES SUSE GRRE RR ence eee can nn ae ne ae a ’ —. POR We, See 4 nF ae aod oe © RRR Re RR Li Riso ic a ss 
? eee Sees Ss cinigamatatannsisions sree olsen amen oes Z posspcoastenereccencmteen toes oa res : ‘ Soi a LER II II TI I TE Bainaaes enema Seen ia acai do hee etn ne a ae hg ¥ ; 
‘e 
7 
5 \ " { ‘ : . - - 
> A 
¢ “pri ink aed a * 4 


26 


Parratt Appointed 


Rogers P. Parratt, San Fran- 
cisco, has been appointed northern 
California representative of The 
Timberman, Portland, and_ its 
affiliate, Western Building. 


Outdoor Admen to Meet 

The 57th annual meeting of the 
Outdoor Advertising Association 
of New York will be held in Buf- 
falo May 18-20. 


~ Are You Getting 
the Quarterly 
RATE & DATA 
GUIDE 
of 


Controlled®Circulation 


Newspapers of America, Inc. 


1235 East 53rd St. Cleveland 14, Ohio 
Mailed for the asking to NATIONAL ADVERTISERS and 
RECOGNIZED AGENCIES: 


How 1,800 Firms 
Handle Marketing 
Research Shown 


(Continued from Page 1) 


and 5,300 were returned. 

The NAM financed the survey | 
and the compilation and analysis 
were performed by the AMA’s 
committee on marketing research 
activities. The committee is com- 
posed of William W. Heusner, 
Pabst Sales Company, chairman; | 
Percival White, Market Research | 
Company of America; Gordon 
Hughes, General Mills, and 
Charles M. Dooley, Owens-Illinois | 
Glass Company. 

Tne report shows that few of | 


those questioned have established | Only 303 companies with research | research as a function of a line 
separate departments for market-| departments indicated such costs,| executive, the weighted average 
ing research where company sales| which, for them, had a weighted| cost was 0.29% of net sales. On 
are less than $2,500,000 annually. | average of 0.28% of net sales. For this point, the committee said: 

“The large number of respond- 


Where the chain of distribution is | 


relatively direct, companies per- 
form fewer research functions. 


Research Costs 


The survey indicates that in 
nearly half the companies report- 
ing, marketing research activities 
engage the attention of top man- 
agement. Interest of top manage- 
ment is more pronounced where a 
separate department handles such 
research, rather than where a line 
executive directs such research. 
There appears to be no significant 
difference between industrial goods 
companies and consumer goods 
companies in this respect, the re- 
port shows. 

The committee reports that 44% 
of companies with organized re- 
search departments and 74% of 
those whose research is handled 
by a line executive “could not or 
would not” give information as} 
to the costs of doing the research. 


Few Know 


335 companies having marketing 
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Advertising Age, March 24, 1947 


PERCENTAGE OF NET SALES SPENT FOR MARKETING RESEARCH AND ADVERTISING 
BY SIZE OF COMPANY 
(NET SALES VOLUME) 


ADV. 
(217) 


MR. 
(3) 


Valid’ 


$2,500,000 — $5,000,000 


UNDER $500,000 


$500,000~ $2,500,000 OVER $5,000,000 


ents in both groups who simpl, 
made no attempt to reply indicates 
that there is a paucity of informa- 
tion regarding marketing research 
costs that is dangerous, both to 
the company and to marketing 
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FR E E ... our new illustrated catalog that tells the whole 


National Catalog Cover story... 
loose leaf mechanisms, 


explains many types of 
shows wide range of designs and 


materials. Solves practically everybody's binding problems. 
Edition limited. Send for it... free... today. 


MEN WHO KNOW SELLING... KNOW NATIONAL 


would be large enough to hold many pages, durable enough 
to stand up under constant handling . . . with a loose leaf 
mechanism that would keep the contents in place, yet so easy 
to open that new instructions could be inserted quickly by 


any employee. 


So National tailor-made a binder for B. F. Goodrich that 
completely met these requirements, designed a dignified cover 
of maroon simulated leather, engineered the mechanism with 


Lock Booster rings for instant change, locked-in-security. 


The B. F. Goodrich Company faced a problem: 
They wanted a binder for their retail sales manval that 


research.” 

It is declared that little differ- 
ence appears between industrial 
and consumer goods companies’ 
expenditures for research as a 
percentage of net sales, but sig- 
nificant differences as compared 
with advertising expenditures. The 
figures given show that, for all 
1,812 companies doing marketing 
research, advertising expenditures 
averaged 2.06% of net sales, com- 
pared with 0.28% of sales spent 
for research. The 689 consumer 
goods manufacturers reported ad- 
vertising costs averaging 2.9% of 
net sales; 1,107 industrial goods 
makers showed a percentage of 
1.6%. 


Advertising an Influence 


Another table shows that ex- 
penditures for marketing research 
are significantly larger among 
companies having high advertis- 
ing-sales ratios (in excess of 3% ) 
than among companies with 
smaller ratios. The report shows, 
further, that from 1940 to 1944-45, 
13.8% of the 1,812 companies doing 
marketing research had increased 
their research expenditures in 
terms of percentage of net sales: 
only 5.4% had decreased them: 
|10.5% had not changed their ex- 
penditures in relation to sales, and 
the remainder did not reply. O! 
the 1,812 companies, 23.5% spent 
90% of their research budget di- 
rectly; 36.5% spent 10% or less 
through agencies and 38.6% spent 
less than 10% via research con- 
sultants. 

“It is obvious,” the AMA com- 
mittee reports, “that among those 
|companies answering the ques- 
tion, there is a preference for di- 
rect spending and control rathe! 
than employing the facilities of an 
advertising agency or marketing 
research consultant.” 


Much Expansion Planned 


Of 539 companies with researc! 
departments, 425 or nearly 80% 
said they will expand their depart- 
ment; 88 or 16% will not expand 
and the others did not respond. 


is a decided tendency for greate! 
expansion by the larger com- 
panies. The 1,273 companie: 
whose sales, advertising or othe! 
line executives direct marketing 
research show less interest in in 
creasing their research. Only 473 
or 37%, will expand; 50% will not 
and the others do not indicate 
their plans. 

The 2,974 companies that repor' 
doing no marketing research “hav‘ 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


@ BOSTON—45 Franklin Street 
@ SAN FRANCISCO-747 Rialto Bldg. 


@ NEW YORK-100 Ave. of the Americas 
@ CHICAGO—209 S. Jefferson Street 


7 had no experience with marketin: 
research or do not recognize tha! 
they have had such experience, 
the committee says. Of these, on! 
196 or 6.6% intend to organiz' 
marketing research department 
91% will not, and 2.4% do n 


The committee adds that there 


idvertising 
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respond. 

The report gives the following 
percentages showing the size of 
research departments where or- 
sanized: Departments with one 
or two employes, 52.5%; three to 
five employes, 22.4%; six to eight, 
6.9%; nine to 12, 4.5%; more than 
12 employes, 3.9%. 

In 44.3% of companies having 
such departments, research reports 
are made to the sales executive 
vice-president or sales manager; 
in 33.6% the reports go to the 
chief officer of the company; in 


12.1% to a committee of more than | 


one top executive; in 3.5% to ad- 
vertising executive, vice-president, 
advertising manager, sales promo- 
tion manager or merchandising 
manager; in 2.1% to financial or 
secretary-treasurer executive; in 
4.4% to “others” or no answer. 

Approximately similar percent- 
ages are given by companies that 
have line executives handling 
marketing research. 


Perform Many Duties 


On functions performed, the re- 
port declares that “forecasting 
sales and determining sales po- 
tentials are the two functions most 
frequently performed among both 
consumer goods and_ industrial 
goods companies. . . In general, 
the respondent companies were 
more interested in the results of 
their sales and advertising activi- 
ties and opportunities than they 
were in the means by which those 
opportunities could best be ex- 
ploited, or in how the results could 
be improved. This is a little like 
locking the door after the horse 
is stolen and certainly points to 
the need for broadening marketing 
research activities in many com- 
panies to find out how sales and 
advertising results can be im- 
proved.” 

The report shows that the per- 
centage of companies with or- 
ganized departments performing 
each of several functions were: 
Research to set sales quotas, 
72.3%; to forecast sales, 84.8%: 
to “figure sales potential,’ 84.4%; 
to analyze sales statistics, 83%; 
to measure salesmen’s perform- 
ances, 66.1%; to study distribution, 


| 76.3%; to study distribution 


methods, 67.4%; testing product 
preferences, 57.6%; studying prod- 
uct use, 48.2%; testing package 
design, 48.7%; studying advertis- 
ing effectiveness, 67.4%; studying 
prices, 67%; studying demand, 
72.3%; studying business and in- 


FOR WESTERN " 


ia 
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DISTRIBUTION 


% Los Angeles 


Flying us the copy, layouts, mats 
or plates saves tume and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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| dustry economics, 60.7%, and do-; more, the comments as to the; committee that the research opera- advertising. An institutional cam- 
ing consumer studies, 67.4%. ‘future of research and the most|tion can be of its most complete paign announcing resumption of 


How Stature Changes 


“It was very noticeable,” the | more stature in the organization | 
committee concludes, “that not| than were departments located | 
only were the number of functions 
performed much larger where the 


| 


level. . . 


also the research person more! having to do with sales were not 


under executives of a lower) Gets Glasgow Firm 
David & John Anderson Lid., | 
marketing research department| “In the few cases where the de- | Glasgow, Scotland, and New York, | 
was responsible to the chief ex- | partment head reported to the| 125-year-old manufacturer of cus- | 


ecutive of the organization, but| advertising executive, functions | t™, J 
|fabrics, ginghams and ready-to-| @ 


ae ; | lw j s, has ¢ inted Dor- | 
often participated in the forma- frequently performed. These ob-|jand. eros Pap gg Me a, 


tion of company policy. Further-| servations tend to convince the! Fenton, New York, to handle its 


valuable job done indicated that|use only when it reports to top Shipments from Scotland will be 
the department so located had | management.” 


followed by merchandise advertis- 
ing. 


shirtings, wool neckwear| § 
’ 


International - Pettingell &| | gy g, Dearborn St., Chicago 5, Hlinois 
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NOW... 


Your Advertising 
Dollars Buy 36% 
More in 


HYGEIA 


The cost of reaching a thousand Hygeia sub- 
scribers in 1941 was $4.31. Today the rate per 
thousand is only $3.15—a benefit to the adver- 
tiser of 36% in five years of upward moving 


1941 


prices. 


Thus Hygeia has steadily defied the trend while 
prices of consumer goods have been soaring, and 
the rates per thousand of advertising in many 
national magazines have paced or passed them. 


During this period, the paid circulation of 
Hygeia has climbed from 75,000 to 200,000. 


Meanwhile Hygeia’s plus readership in doctors’ 
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reception rooms, which is not figured in the rate 
structure, has passed two and a half million. The 
conditions surrounding this group of readers 

time, place, purpose of being there—-favor their 
high receptivity to health information . . . en- 


hance their value to the advertiser. 


‘’'wo hundred thousand readers at $3.15 per 
thousand, plus over two and a half million highly 
receptive ewtra readers, is a lot of potential 
buyers at an unusually attractive figure. If 
you'd like further information, write for new 


readership data to 


HYGENA Fro Health Magazine 


of the American Medical Association 


535 N. DEARBORN STREET 


CHICAGO 10 


Have you seen the new Hygeia? New art covers, new liberal use of color, new printing craftsmanship, an absorbing selection 
of widely appealing articles by authoritative writers! 
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ABC's Sales Pl : MARCH ADVERTISING LINAGE IN FARM PUBLICATIONS Towns 
s Sales Plan Farm Papers Gain 
A m p Commercial | Comme) a 
dds New Sponsors 10.6% in M h Display —| Display Rating 
a x . Excluding Exclud 
American Broadcasting Com- © ° in arc Poultry, Poultr M 
« , ac : : ar " P Livestock sives ri 
oe aia eeuenis te be bag CHICAGO- Farm paper linage in Total Advertising and Cinsathnd Total Advertising gia ame on ac 
ie ‘ re pao ey ae 4 the past month was 10.6% greater 1947 1946 1947 = 1946 1947 -1946— 1947 19 CHICAGO — 
tive sponsor! ship plan and last ’ Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines L. P 
week announced a record break- than a year ago, ADVERTISING AGE’S California Grange ; sales of his 
ing two months volume of 178 monthly survey of farm papers FARM MAGAZINES sitmnae Farmer 33:9 1169s 13.2 Svan eit zs over to Natic 
° | akota x: er 33.3 »O% O.6 Od, ° ,596 30 
new sales. The new business, ac- shows. The March report showS |, ppers Farmer... 59.9 40,747 50.5 34,36 8,621 31,872 | Farmer, The | G49 50,877 61.3 48,068 39,960 38 Will (“27 p 
cording to ABC officials, is mainly a total of 2,379,971 lines, compared Country Gentleman. 96.7 65,742 85.1 7 : f 00 538,972 ye Dairyman 18 35,056 47.3 34,409 29,764 29 back with a1 
attri : a sales awards pl: . 915 peg Farm Journal ... 87.6 37,557 85.6 36,715 34,284 996 Idaho Farme1 14 3,881 36.9 27,887 30,071 24, ‘ 
oh gga Mg a Sen aw ards plan with 2,151,501 a year ago. eran a reine coMemaat Mecoeeces en an ; ; tional advert 
under which Saieésmen receive February weeklies had by far  Carolina-Va . , aide - $4.5 27,059 31.6 24,803 17,660 17 This time 
merchandise prizes for sales and Shay ir 44.5% j Edition .... 74.6 54,327 63.7 46,299 48,857 41,671 | Kansas Farme 13.2 32,822 33.5 25,476 24,325 19, nese 
renewals the greatest gain. Their 44.5% in- Gy -ala.-Fla : a Michigan Farme1 19.5 37,998 47.8 36,692 32,871 32, Ratings” of < 
Sixty new co-op sponsors signed crease brought their linage up | Miition ae, ae ee en eee | Sees oe ce ee ota: eras -echin an page or ove 
‘ : S >. a hs = <v.-Tenn a Misso turalis 54.0 0 La, o0.0 20,16 <V,022 $ ‘a 
up for the net’s well known “Town from 63,427 lines a year ago to Edition , 18.4 149 62.7 45,658 48,203 41,404 Montana Farmer $4.0 33,264 37.0 28,025 22,995 19 zines, with s 
Meeting of the Air,’ which be- | 91,624 last month. Farm dailies in aine.-La.- Ark. ie era slain sais aakes Nebraska Farme: 71.2 53,803 63.8 48,222 41,194 39 marked copi¢ 
. . ‘ on - «Od D He ov i000 joe oS,etd Nf Ung le ‘ 
came _ available for cooperative February also showed a_ strong Sacae MAliion 77.1 86.152 64.6 19.652 41,279 Homesteud {G2 35: 48.8 34,170 22,642 25.( with summa 
M Sea - : age : ; . . - 9 2 05 52.8 BR.OF 5 35,228 o F: e 55 2 63. 579 36,973 36 A 
Sponso! ship Jan. 9. Second place gain of 19.7% They carried 269,- *In all Editions - 59 1 43 050 52 : 18,094 so. s3t + raze pce I es 1 2 : 1 rie ; 40 bs : $4 at 4 much in th 
in sales volume went to Elmer on . : Ave Editions... 735.7 53,725 63.0 bO,N0G 18,164 19,813 regon armet : tie 312 ‘ 27,60 82 24, r 
Dd o vith 18 nage ’ 738 lines during the month, com- southern Agricul- Oregon Grange Starch rating 
avis WI new ac rs. ed “a i ae turist 14.7 1,316 7.1 2 5S 37,370 b2, 757 Bulletin ; 13.9 15,022 12.4 18,440 15,022 1 . 
— are oe oe a Sot ago. Successful Farming. 104.8 7,154 43.8 $2,191 14,422 8,754 Pennsylvania ,' aval . 
nother’ strong showing was Farmer ; $5.0 34,569 17. 36, s12 30 910 2 is iden ifie 
WKAP Goes c on the Air made by March magazines, up Total Group . 762.5 491,143 667.0 426,444 448 IS4,418 a ig el Se eh H.2 19,84 25.6 19,355 17,617 17 which of the 
Station WKAP, Allentown, Pa., 15.2%. They carried 491,143 lines. MONTHLIES lowa Homestead, 70.6 55,342 64.5 50,603 45,008 42,/ have been 
operating with 1,000 watts power . ‘ Washing “armer 42.5 34,15 38.5 29,096 30,363 2 a 
’ S ae . ¥ ashington Farmer 42.5 34,191 38.5 9,096 30,363 25 : 
on 1580 ke. daytime schedule, 284!nst CS i are ee. \gricultural Leaders’ Western Farm Life. 55.1 43,179 48.4 37,981) 24,784 22,1 omitted, a fF 
went on the air March 8. The sta- February semi-monthlies carried “‘Higest |. 2”. 0.3 5,042 35.8 6.0682 4 6,962 | Wisconsin Agricul- = os 480 156 the ad, and t! 
: : - 77 ‘ : .« lar < P "77 eric: “ruil turist eu) 3 2,152 (,400 3S, 04 eas F 
| tion is owned and operated by 707,072 lines a year ago and 778,- oe Fruit are ee ee a ee = ; — : tunities for i 
Rahall Broadcasting Company. 390 this year, for a 10.1% increase. \imerican Poultry . Total Group 1,003.9 778.390 915.3 707,072 638,144 588,09 Townsend 
March monthlies had a 2.9% gain Journal: sl ow i , ca tebe eleaetnaag repared to 1 
| : Eastern Edition... 65.6 28,153 73.8 31,695 13,970 14,042 California Cultivator 45.5 84,395 45.6 34,483 29,024 30 P . 
—from 527,196 to 542,495 lines— Central Edition.. 53.2 22,810 59.2 25,418 12,392 12,145 | Dairyman's League ing in The Se 
‘ . “yy j-wW jac 9) Western Edition 12.6 18,287 18.0 ©620,606 11,165 10,897 News 7 1,303 Fe 5,593 4,933 1 . H 
| and February bi-weeklies gained Bai ge ed CO ae ee a 6,30 Life, Collier’: 
| gricu tural, 3.7%, from 178,613 a year ago to Better Farming ‘ x pan Northern Edition {7.829 59.6 45,090 39,862 38,40 Journal, Goo 
| 185.210 last month. Methods . : 35 8 15,377 26.1 11,216 15,377 11,216 Southern Edition 43.489 58.4 $4,204 35,600 236,40 Call’s and B 
| ’ - Better Fruit 24.7 10,381 26.8 11,270 10,381 11,270 Prairie Farme 73.8 53,694 67.6 49,243 42,647 39,431 
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™ f Cooperative Digest 3.5 #886 16.0 HO 1.S8¢ 60 Capper’s Weekly 11.6 46 iS 22010 1,02 10.904 , 
4 dropped 8.6%, from 23,381 to 21,- te on the . Weekly Kansas City of a magazZ! 
EXTENSION AND VOCATIONAL PROGRAMS 371 lines. Farm .+e. 18.5 6,628 27.2 9,698 6,628 9,698 Star .... 26.7 65,678 16.8 41,417 46,408 28,577 Biante nee og 
FOR FARM AND HOME | Canadian farm papers’ linage|Ferm snd Ranch. <1-¢ 33388 435 go.ieo e600 2baz¢ | ou, Gea pent a06 enat 0023 30ani Min the Jem. & 
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Producet 12.6 ,230 4 HOE S871 a0 a 
Agricultural Leaders make over fifty million farm New Jersey Farm Drovers Telegram S4,986 i 69,008 40,10 40,01 scription for 
contacts each year. Be sure these influential i ks W e and Garden 0.0 22,614 4 19,59 18,50 16,49 ere oe 2g 4 : i i 
leaders know about your products to implement Libby Bac ; Baby e k Ohio Farm Bureau Pha STO Ase ise a $3,429 630 64,481 46,42 f p magazine is 1 
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New YorkK — Advertisers were 
advised to get out into the field 


ments. I always wondered why 
they did not spread their censoring 


Philip Mo 
William C. 


*33% higher than 


and discover what customers think authority to manufacturing levels.” J = 
o — °C =t< are 91) 
Next North or South of their products when Howard P. Mr. Abrahams advised the man- | 2€WSPapers, starting March 2 of Philip Mo 
‘ ; : Biow Company, New York, is the §and formerly} 
Carolina City Abrahams, manager of the sales ufacturers to take one of three agency. tising, has b 
promotion division, National Retail | methods: = of the coordi 


told the 1. Hire some good retail brains 
of the Ameri- and put them on the payroll; 


Dry Goods Association, 
New York chapter 


transportatio 


Ralston Springs Premium fnanutacture 


can Marketing Association last 2. Train themselves to learn Ralston Purina Company, S' 
week that surveys show 90% of and understand retail methods; ouls, prance 1 luminous com- 
ciel dade ent ; argest retailer P@sS-magnifying glass premium on a 
faery are apt be sporadic) 2 Gov to the large etaler theo Me network pr 
‘ers O < ~) > ¢ : aSsISte = : ; 
: : gprs : ‘poitgty ; gram beginning March 27 and ex- 
Despite newsprint shortage NRDGA studies show, Mr. paring material. tending through April 11. Th WANT \N 


and higher subscription prices Abrahams said, that its members premium, which will be promoted 
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use dealer helps in this ratio: 90% : by full-color ads in the Sunday 
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Circulation Now Over Paha aT NER an th hone a _.. Machine division of Electric box top and 15 cents. many $° 
in oe material, the retail- Household Utilities Corporation, mde working c 
ers replied. Chicago, has been dismissed with- sellit 
* Some- out costs. By this action the gov- To Chambers & Wiswell ie 
, Yes No times ernment terminated its attempt Chambers & Wiswell, Inc., Bo pe 
Vy) of % to collect about $198,000 as civil ton, has been appointed to hand 
All-time record peak Mats and cuts 385 20 15 (damages for alleged OPA viola- the advertising of Old Concoi 
Posters 60 5 15 tions resulting from a billing prac- Sales Company, bottler of no! 
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turers in preparing promotional editor. account executive and vice-pre REN” 
material. “In my _ advertising _— dent of Russell T. Gray, Inc., C! 
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received tons of this material at a Armstrong Advertising Agency, 


staggering cost to the companies The New York office of Koehl, 176 W. Adams St., Chicago 3, 
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were remakes of magazine cam- Shipping Company, New York. ing. 
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Townsend Starts 
Rating Service 
on Magazine Ads 


Cuicaco — Having turned the 
sales of his retail rating service 
over to National Research Bureau, 
Will (“27 points”) Townsend is 
back with a new attack on the na- 
tional advertising scene. 

This time it’s “Selling Power 
Ratings” of all ads of one-quarter 
page or over in national maga- 
zines, With subscribers given 
marked copies of the issues, along 
with summaries and other data, 
much in the manner in which 
Starch ratings are now presented. 

Each ad in the issue measured 
is identified by a strip showing 
which of the Townsend 27 points 
have been included and which 
omitted, a percentage rating for 
the ad, and the number of “oppor- 
tunities for improvement.” 

Townsend Methods, Inc., is now 
prepared to measure the advertis- 
ing in The Saturday Evening Post, 
Life, Collier’s, Time, Ladies’ Home 
or Journal, Good Housekeeping, Mc- 
’ BCall’s and Business Week. Price 
~ fof the service is based on the num- 
'' Eber of ads in each issue rated. For 
example, if you want a single issue 
of a magazine, the price is 25 
‘ cents per ad ($21.75 for the 87 ads 
si Fin the Jan. 25 SEP, for example). 

If you subscribe for 12 measured 

issues of the same magazine, the 

price is 15 cents per ad; a sub- 
’ Bscription for 52 issues of the same 
imagazine is 10 cents per ad. Town- 
Fsend will also score individual 
ads, on order, at $10 each. 

“Selling power ratings” of ads 
in the Jan. 25 SEP ranged from a 
high of 88% for a Wilson & Co. 
meat ad to a low 7% for a pharm- 
aceutical ad. 

Completely rated issues of The 
Saturday Evening Post for Jan. 25, 
Feb. 1 and Feb. 8 are now avail- 
able for immediate delivery. 


: Increase B&M Drive 
| Burnham & Morrill Company, 
pPortiand, Me., this spring will 
jadd The American Weekly, Better 
'Homes & Gardens and Life to its 
ischedule of full-color insertions in 
— #women’s publications to promote 
‘B&M Brick-Oven baked beans. 
Both illustration and copy will 
as Bcontinue to emphasize the New 
in #England character and origin of 
n- the beans. Chas. W. Hoyt Com- 
1 Bpany, New York, is the agency. 


Philip Morris Ups Foley 

an — William C. Foley, vice-president 
). Hof Philip Morris & Co., New York, 
ne and formerly in charge of adver- 
tising, has been placed in charge 
of the coordination of purchasing, 
transportation, warehouse and 
manufactured inventories. 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


Heads Kay Daumit Sales 


Colgate - Palmolive - Peet Com- 
pany, Jersey City, which recently 
acquired Kay Daumit cosmetics, 
has appointed H. P. McClure sales 
manager of the Kay Daumit di- 
vision. Since February, 1944, Mr. 
McClure has been in Chicago as 
central division manager of Dau- 
mit’s toilet article department. 
He will move to Jersey City in his 
new position. 


Esso Boosts Billups 


Standard Oil Company (New 
Jersey), New York, has appointed 
Fred H. Billups as marketing ad- 
viser for the United Kingdom, 
Seandinavian countries, Spain, 
Portugal and Malta. Mr. Billups 
joined the company in 1928 and 
recently has been assistant re- 
gional manager for the company’s 
southern divisions. 


Wharton to Brand Names 


George W. Wharton Jr., war- 
time chief of the advertising sec- 
tion of the American Red Cross, 
has joined Brand Names Founda- 
tion as service and distribution 
manager. After leaving the Red 
Cross, Mr. Wharton became an ac- 
count executive for Pedlar & Ryan, 
New York, and since 1946 has 
been advertising and sales promo- 
tion manager for Medical Eco- 
nomics, Inc., Rutherford, N. J. 


Adds Baby Magazine 


The Alford Baby Group, New 
York, publisher of Modern Baby 
and Today’s Baby, which are dis- 
tributed to expectant and new 
mothers by diaper services, has 
launched a new monthly, Baby 
Time. Advertising will be sold 
in combination with the two other 
Alford publications. 


Koppers Appoints Three 


Richard C. Carr, on the staff of 
Koppers Company, Pittsburgh, 
since last August, and George Van 
Gundy, formerly on the publicity 
staff of Westinghouse Electric Cor- 
poration, have been appointed as- 
sistant directors of public relations 
at Koppers. Roy Johnston, for-| 
merly assistant manager of the ad- 
vertising and sales promotion de- 
partment of the glass division of 
Pittsburgh Plate Glass Company, 
has joined the public relations sec- 
tion. 


Mitchell to Poyntz 

Mitchell Mfg. Company has 
named Alfred R. Poyntz Adver- 
tising, Toronto, to direct its adver- 
tising. Manufacturer of fluorescent 
lighting in the United States, the 


company is opening a factory and 
office in Toronto. 


i 
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Lithographers to Meet 


The annual convention of the 
Lithographers National Associa- 
tion will be held June 3-6 at the 
Saranac Inn, Saranac, N. Y. 


THE SOUTH NOW HAS 


~~ Rs aeeREE 


HE 14 Southern 


have 33.5% of the electrified 


farms in theW.S. A. 


1,099,784 Southern farms were 


Wey, 


states now 


served by electricity, December 


31, 1946, as compared to 130,618, 


equipment during the next 5 years. 


099,784 


Electrified Farms in 
the 14 Southern states 


December 31, 1936... This is a 
gain of 969,166 electrified farms 
in just 10 years. 

The phenomenal growth of ru- 
ral electrification in the South has 
created an enormous sales oppor- 
tunity for manufacturers of elec- 
trical equipment for the farm and 
farm home. 

The Rural South alone plans to 
spend $1 BILLION for electrical 


The Rural South is breaking all 
records in its growth as a market 
for all types of consumer goods. 

Southern farm families are far 
more prosperous today than ever 
before in history. The Progressive 
Farmer is the farm-and-home 
magazine with outstanding lead- 
ershipin readership and preference 
in this great new market for the 
products you advertise and sell. 


Home Electrification Leader Joins The Progressive Farmer Staff 


VIRGINIA MOORE, with 12 years experience in 
teaching Southern housewives how to use electricity 
in the home, is the newly-appointed Associate Editor 
of the Home Department of The Progressive Farmer. 
Mrs. Moore is an honor graduate of Alabama College 
where she majored in home economics. Later she 
taught her favorite subject. Her most recent previous 
position was director of the home service department 
of a large Southern electric company, where she 
supervised the work of 40 home economists. 

With the appointment of Mrs. Moore, The Pro- 
gressive Farmer now has 20 full-time editors, 30 staff 
contributors and many correspondents, strategicall y- 


ONE MILLION 


SOUTHERN 


MILIES 
ee ¥ 


located throughout the South. The continuing 
improvement of its service to its subscribers and ad- 
vertisers is a fixed policy of The Progressive Farmer. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Cosmetic Makers 
to Consider Trade 


Practice Revision 


WASHINGTON—The FTC has de- 
cided to call a trade practice con- 
ference for the cosmetic industry, 
following an investigation early 
this winter indicating serious con- 
fusion over use of demonstrators 
and similar sales incentives. 

The conference will meet at a 
date to be determined by Henry 
Miller, director of trade practice 
conferences. It will be under the 
supervision of Commissioner 
Robert E. Freer. 

The commission currently has 
complaints against half a dozen 
large cosmetic firms for alleged 
discrimination in apportioning 
demonstrators. An order to force 
revision of Elizabeth Arden’s dem- 
onstrator operations was recently 
upheld in the Court of Appeals. 

The commission argues that 
Arden failed to provide demon- 
strators to all competing custom- 
ers “on proportionately equal 
terms.” Arden admits that some 
stores were preferred, but holds 
that their “prestige” value en- 
titled them to special considera- 
tion. 

Arden has asked the Supreme 
Court to review FTC’s order to see 
whether the commission is too 
literal in defining “proportionately 
equal terms.” 


Sees Variety Chains 
Expanding Drug Lines 

Aggressive plans of variety 
chains will make them leaders in 
distribution, Joseph Reiss of Reiss 
Advertising, Inc., told the Federal 
Wholesale Druggists’ Association 
in New York, urging the druggist 
to “go after this depression-proof 
business.” 

The variety store of 1950, he pre- 
dicted, will be “as different from 
the chain store of 1940 as a 1950 
plane is from a 1940 plane.” With 
volume even larger than the cur- 
rent $1,600,000,000, Mr. Reiss be- 
lieves that most of this would come 
from merchandise retailing above 
25 cents. “Variety stores,” he ad- 
ded, “intend to set up drug de- 
partments to compete with the big 
drug outlets in the big cities.” 


Kurtzer Joins WOV 


Pete Kurtzer, formerly with 
Station KXYZ, Houston, has joined 
the sales staff of Station WOV, 
New York. 


Strong men hit hard in 
selling or building good will 
especially if they're mighty 
Multi creations. Signs, 
plaques, trade-marks, stat- 
vettes and novelties that 
pack a wallop. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 


Westinghouse’ strong salesmen ap- 


peared even stronger, spurred onward 
with ‘Tuff Guy" contest awards. 


‘Purchases WSAU 


The Milwaukee Journal has pur- 
chased Station WSAU, Wausau, 
Wis., from the Northern Broad- 
casting Company, subject to FCC 
approval. The paper has already 
obtained a permit to build an FM 
station in Wausau. 


Joins Klingensmith 

Donald J. Dickens, formerly on 
the copy staff of The Buchen Com- 
pany, Chicago, has joined H. M. 
Klingensmith Company, Canton, 
O., as copy chief. 


Three Name Seidel 


Seidel Advertising Agency, New 
York, has been named to direct the 
advertising of Morris Bader & 
Sons, manufacturing furrier; A la 
Fourchette, Inc., and Standish 
Party Service, all in New York. 


Pittsburgh Glass Ups 3 


Richard B. Tucker, vice-presi- 
dent, has been elected executive 
vice-president of Pittsburgh Plate 
Glass Company. Donald C. Burn- 
ham, manager of plate glass sales, 


and John A. Wilson, in the glass 
manufacturing department, have 
been appointed vice-presidents in 
charge of the merchandising di- 
vision and of the glass manufac- 
turing division, respectively. 


Uses Piped-in Music 

The Scrantonian and Tribune, 
Scranton, Pa., is using piped-in 
music to bring “relaxing and de- 
fatiguing melodies” to its com- 
posing room, engraving, stereo- 
typing and mailing departments 
and pressroom. The music comes 
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from Sonic Services, Scranton 

northeastern Pennsylvania dis. 

tributor of World Music Service 

World Broadcasting System, New 
ork. 


Appoints Barney 


Malcolm L. Barney has been 
appointed an account executive of 
Comstock, Duffes & Co., Buffalo. 
His 20 years of advertising, radio 
and public relations experience in. 
cludes 10 years with Buffalo 
Broadcasting Corporation as chief 
announcer and program director. 


, 10 cents my parents spent for the Cap- 
per’s Farmer booklet on farm family partner- 
ships paid mighty big dividends in security. 
From a Capper’s Farmer article my folks learned 
how other farm families had helped their chil- 
dren get a start with this partnership plan. They 
sent for the plan... and here’s what it has done 
for me: 


At the age of 17 I began to receive, in return 
for my work, one-sixth of the income from our 
dairy herd, calves, hogs, and crops. Later, as 
my experience and responsibility increased, my 
share of the farm income grew. Each month, 
when a settlement is made, my earnings go into 
farm equipment and a reserve fund for the land 
I'll eventually buy. 


msured my tarming 
career...” 


The Magazine Farm People Believe in.. 


— 


Advertising 


Appoints 

Frederick 
dent of Un 
Hartford, |! 
president an 
iles-Bemen 


Minnesota 
any has s! 
riday porti 


I'm going on 20 now, and have made a real 
beginning in getting the cash, equipment, and 
training needed for my own farm operations. 
What's more, I’ve gotten them without draining 


the family resources, or loading myself with af 


personal debt. As for Capper’s Farmer... can 
you blame me for having 100 % confidence in it? 


*Based on an actual case history from Capper’s Farmer 


files. 


Yes, Capper’s Farmer is an important factor in the 
lives of 1,300,000 farm families throughout Mid- 
America. Because it is a constant source of practical 
and profitable help, it receives their complete con- 
fidence. It’s the confidence of this great, enduring 
market that makes ads in Capper’s Farmer so effective 
in selling. 


TOPEKA, KANSAS 
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Appoints Conard 
Frederick U. Conard, vice-presi- 
dent of Underwood Corporation, 
Hartford, has been appointed 
president and general manager of 
iles-Bement-Pond Company, 
Vest Hartford, succeeding Charles 
. Deeds, who has resigned. 


igns Fred Waring 
Minnesota Valley Canning Com- 
any has signed to sponsor the 
riday portion of the “Fred War- 
ing Show,” heard Monday through 
riday at 10-10:30 a.m., CST, over 


the entire NBC network. The com- 
pany is sponsoring the Friday pro- 
gram which started March 14 for 
four consecutive weeks and then 
temporarily cancels sponsorship 
until July 18, resuming for 26 
weeks on that date. 


Joins Lenny Togs 

Ralph Cohen, formerly with 
Wilgo Mfg. Company, has been 
appointed sales manager of the 
Billy Boy line of boys’ sport 
clothes of Lenny Togs, Inc., Bev- 
erly, Mass. 


Staley Launches 
First Drive for 
Cookless Starch 


Decatur, ILt.—A. E. Staley Mfg. 
Company, maker of cream corn 
starch and Sweetose, is launching 
national advertising for its new 
Cameo starching powder, which 
was introduced in test markets 
late last year. 

The new starching powder need 


not be boiled or cooked, but can 


_be mixed with water for imme-| 


diate use. 

| After the test in Tennessee and 
|Evansville, Ind., the company in- 
troduced Cameo in Texas mar- 
kets early in February, supported 
by copy in virtually all major 
Texas dailies. Its national cam- 
paign beginning this month will 
feature four-color copy in House- 
hold, Ladies’ Home Journal, Mc- 
Call’s and Woman’s Day as well 
as copy in Capper’s Farmer, Farm 


Pe 
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Journal, Pathfinder, Southern 
Agriculturist and Successful Farm- 
ing. 

4 addition to the magazine 
copy, Staley will offer dealer helps 
such as counter displays and cards, 
and probably will cooperate with 
dealers in running newspaper 
copy. 

Hill Blackett & Co., Chicago, is 
the agency. 


Bank Names Hemminger 


C. A. Hemminger, formerly ad- 
vertising manager of the Bankers 
Trust Company, New York, and 
director of public relations of the 
New York State Bankers Associa- 
tion, has been appointed in charge 
of advertising and public relations 
of the American National Bank & 
Trust Company, Chicago. 


Malcolm-Howard Named 


The National Farm Show, to be 
held Nov. 29-Dec. 7 at the Chicago 
Coliseum, has appointed the Mal- 
colm-Howard Advertising Agency, 
Chicago, to direct its advertising 
and public relations. 


DO YOU HAVE 
A PACKAGED 


FOOD PRODUCT 


TO SELL? 


™ 
| 


Srarec cess fe. 


THEN YOU NEED 


WAAT 


because, WAAT listeners 


are big buyers of pack- 


aged foods, and because 
WAAT produces cash 


register results (our 


present food advertisers 
keep renewing and 
renewing their radio 
advertising contracts). 


THEY KNOW THAT— 


WAAT DELIVERS 
MORE LISTENERS 
PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 


-.- INCLUDING ALL 


50,000 WATTERS. 
New Jersey's I! Station 


70 , 
ON THE 
DIAL 


NEWARK-NEW JERSEY 
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Curtis Advances Ball 


Curtis Publishing Company has 
named James B. Ball manager of 
Country Gentleman’s division of 
The Farmer’s Market Place, suc- 
ceeding A. K. Lovrien, retired. 
The offices have been moved from 
Detroit to 333 N. Michigan Ave., 
Chicago. G. L. Hackley Jr., for- 
merly of Hearst publications’ ad- 
vertising sales staff, has joined the 
Chicago sales staff of Country 
Gentleman. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is in something 


to eat or drink 

. .. Or something to wear, or just 
about anything. Here’s a market 
that really r nds to the “invita- 
tion to buy.”’ For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular peenage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


interstate United Newspapers, Inc. 
S45 FIFTH AVENUE, NEW YORK 


Wurlitzer Offers 


Home Decorations 
with New Pianos 


Cuicaco —In one of the most 
elaborate promotions in the com- 
pany’s history, the Rudolph Wur- 
litzer Company, Dekalb division, 
is sending dealers colorful bro- 
chures which not only introduce 
the five new Wurlitzer pianos 
which will appear in May, but also 
offer decorating hints built around 
the purchases of pianos. 

In addition to the booklets, deal- 
ers will receive jumbo postcards 
to be sent to customers showing 
the various types of pianos in the 
proper settings. 

Beginning in May, Wurlitzer 
will place four-color bleed pages 
in American Home, Better Homes 
& Gardens and Etude as well as 
half-page, four-color copy in Coun- 
try Gentleman. To supplement 
this consumer copy, Wurlitzer will 
run what is believed to be the first 
four-color copy ever placed in 


piano trade publications. The total 
budget is estimated at double the 
company’s 1946 promotional ex- 
penditures. 

The booklet offers, in its 16 
pages, comprehensive interior dec- 
orating studies using pianos as one 
of the centers of attraction. It is 
believed to be one of the first times 
that any piano maker has offered 
home decoration ideas to promote 
piano sales. 

Leo Burnett Company 
agency. 


is the 


Campbell Soup Advances 
Seven on Sales Force 


Campbell Sales Company, Cam- 
den, N. J., has named S. William 
Cobourn, eastern division sales 
manager, manager of the field 
force; William B. Hackenberg, 
assistant manager field force; 
Emmett J. Shirley, former man- 
ager of baby food sales, sales 
promotion manager, and Harry L. 
Atkinson, assistant sales promo- 
tion manager. 

In addition, Campbell has ap- 
pointed Frederick W. Werner as- 


sistant to the sales manager; W. 
Gordon Carberry has been made 
manager of export sales, and Ed- 
ward A. Vassallo manager of in- 
stitutional sales. 


Three to Searcy 


Searcy Advertising Agency, 
Portland, Ore., has named Roy 
Gannon, mid-continent division 
advertising manager of Tide Water 
Associated Oil Company in Tulsa, 
and Mary Russell, formerly with 
Merrill - Kramer, Inc., Memphis, 
account executives. Roy Brear, 
former art director of the advertis- 
ing and promotion department of 
the Portland Journal, has been 
appointed art director. 


Mann Opens Agency 


Wentworth Mann, for 11 years 
account executive of the McCarty 
Company, Los Angeles, has re- 
signed to open his own agency, 
Mann Advertising Company, at 
2508 Wilshire Blvd., Los Angeles 
5. The new agency is handling 
the following accounts: Wood Mfg. 
Company, American Tire Ma- 
chinery, Inc., and Mershon Com- 
pany. @ 


Now that 


you ve got the 


copy written, what next? 


Let's give it a break and say it was 
written by a genius. 

Now what? 

It’s still only as good as the kind and 
number of the people—and how 
and where it’s exposed to them. 


How about the 1,074 key cities of 
10,000 population and over, where 
70 per cent of all retail sales are made? 


The 26 Sunday magazine picture 


sections of Metropolitan Group 
Gravure give you the best cover- 
age available in those markets. 


Plus— 4,000,000 families in other siz- 
able markets! A total of 14,000,000 
families in all, from coast to coast. 
But how do you know you'll get 
their attention? 

You can be pretty sure because— 
no available reader studies show a 


higher average inside page reader- 
ship for anything in print! 


Above that, you can pick and choose 
among Metro sections—from 10 to 
23 publishing cities—to match your 
distribution pattern. Or you can 
change copy, illustration or dealer 
listing to fit local conditions. 


Have you heard the whole Metro 
Group Gravure story lately? 


Metropolitan Group Gravure 


BALTIMORE SUN 

BOSTON GLOBE 

CHICAGO TRIBUNE 
CLEVELAND PLAIN DEALER 
DETROIT NEWS 

NEW YORK NEWS 


PHILADELPHIA INQUIRER 
PITTSBURGH PRESS 


WASHINGTON STAR 


ST. LOUIS GLOBE-DEMOCRAT 


ATLANTA JOURNAL 
BOSTON HERALD 

BUFFALO COURIER-EXPRESS 
CINCINNATI ENQUIRER 

DES MOINES REGISTER 
DETROIT FREE PRESS 


INDIANAPOLIS STAR 
LOS ANGELES TIMES 
MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 


PROVIDENCE JOURNAL 

ST. LOUIS POST-DISPATCH 

ST. PAUL PIONEER PRESS 

SEATTLE TIMES 

SPRINGFIELD UNION AND REPUBLICAN 
SYRACUSE POST STANDARD 


THE NATIONAL NETWORK OF SUNDAY MAGAZINE PICTURE SECTIONS 
INDEPENDENTLY PUBLISHED AND LOCALLY EDITED FOR 14,000,000 FAMILIES 


New York 


“o 


- Chicago - Detroit - 


San Francisco 
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OMNIBUS ADS—Three-in-one style of Frewired the 
copy which Frigidaire division of Gen- han 300 < 
eral Motors is using during 1947 in its crowds far 
largest ad campaign to date. Sectional Christmas ru 
copy allows greater display of items fzot into fist-f 
with low advertising budgets. Foote, matches, and 
Cone & Belding is the agency. thing from < 


Frigidaire Plans fst" 
New Lines; ‘47 


Biggest Ad Year 


Fred Mey 

firm, will th 

25th anniver: 

a merchant i 

that he was 

peddler. No 

separate mer« 

Dayton, O.— Keenly aware pis stores ce 
growing changes in the attitude 
of consumers, Frigidaire divisio 
of General Motors Corporation ; 
launching the most extensive pro 
motional campaign in its histor 
with copy in more than 20 nationd 
magazines and more than 25 busi 


omen’s app 
ances. Recer 
mobile tires 
hree hours. 
drug depart 
hem also hé 
vision. 


ness papers serving a variety 4 Soun 
markets. 

Frigidaire will use “omnibus T5¢ most 
type of copy which utilizes full ale came f 
page space for what amounts actuge@ttment, a 
ally to three separate ads for itengee> With al 
in the Frigidaire line. Use of thig?@™S 4 close 
kind of copy will permit the com ales. 

There was 


pany to give national space con 
sistently to items with low adver 
tising budget allowances. 

Copy for Frigidaire’s line wi 
appear in American Home, Bette 
Homes & Gardens, Country Gentle 
man, Collier’s, Ladies’ Home Jour 
nal, McCall’s, Newsweek, Th 
Saturday Evening Post, Time an 
other magazines. Its business ps 
per list will include such media 
American Restaurant, Archite' 
tural Forum, Chain Store Ag 
Hotel Management, Ice Cream R: 
view, Modern Industry and other 

Frigidaire will also continue i 
radio advertising during 1947 wit 
“Hollywood Star Time” over t 
complete CBS network. Herbée 
Marshall will return in Frig 
daire’s spring and summer 
placement show March 27 as “Ké 
Thurston” in the weekly sho 
“The Man Called X” (CBS, 10: 
p.m., EST) with Bob Hope as gue 
star on the opener. 

Considerable emphasis is bei 
placed on dealer helps for 194i 
Dealers are previewing Frig 
daire’s 1947 campaign at a serif 
of sales meetings throughout t 
country, and are offered signs, di 
plays, telephone directory 4 
dealer mats, exhibitions and lite 
ture, all tied in with the natio 
advertising campaign. 

The company announced that 
will enlarge its line with neé 
items including home freezeiy 
kitchen sinks and cabinets, and 
also expects soon to offer a co 
plete new line of home laund 
equipment. It will also boost 
commercial lines, which will so 
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include new milk coolers, 4 s 
central air conditioning systems. P. 
Foote, Cone & Belding, Chicag Ac 

is the agency. 
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||Penny Sales Draw 
Ton and a Half 
lof ‘39 Coppers 


PoRTLAND, ORE.—A one - time, 
full-page advertisement in the 
Oregon Journal brought over a ton 
and a half of pennies into the cof- 
fers of Portland’s largest home- 
| fowned chain of general merchan- 
-| Idise stores. The ad listed 72 items, 
ipesides “mystery specials,” that 
could be purchased in any of the 
12 Fred Meyer, Inc., stores for one 
1939 penny, and the townspeople 
found nearly half a million pennies 
bearing the date. 

- The sale lasted three days and 
fia" the employment of more 


han 300 additional personnel. 
Crowds far in excess of any 
nal PChristmas rush packed the stores, 
sms Ezot into fist-fights and hair-pulling 
te, Ematches, and came out with every- 
thing from aspirin to gas masks. 
Standard merchandise was fea- 
tured, with from 10 to 15,000 of 
each item in stock. 

Fred Meyer, president of the 
firm, will this year celebrate the 
25th anniversary of his starting as 
a merchant in Portland. Prior to 
that he was a door-to-door coffee 
peddler. Now the chain has 18 
separate merchandise divisions and 
his stores carry everything from 
omen’s apparel to home appli- 
‘Bances. Recently a carload of auto- 
nobile tires sold out in less than 
hree hours. Each store boasts a 
drug department, and most of 
hem also have a “5-and-10” di- 
Bvision. 


Sounds a Warning 


The most popular item of the 
ale came from a 5-and-10 de- 
partment, a three-piece canister 
set, with aluminumware frying 
dmpans a close second in volume of 
ales. 
There was a run on local banks 
for pennies and penny arcades in 
own were reported selling eligible 
pennies at a nickel apiece. The go- 
meng price among customers them- 
selves was 10 cents. 
Bill Pyle, supervisor of sales 
promotion for Fred Meyer, Inc., 
ounded a warning to any other 
estore thinking of trying this stunt: 
Don’t do it unless your city police 
cepartment will cooperate by hav- 
Jeng a riot squad on hand at all 
Btimes; unless you can afford an 
advertising “quickie” that will cost 
amin the neighborhood of $100,000; 
«mend unless you arrange to have 
your boss out of town that week. 


Plugs Fishing Lines 
Rain-beau Products Company, 
anton, Mass., division of Inter- 
ational Braid Company, Provi- 
waence, R. I., has launched a cam- 
@aign for its Rain-beau fishing 
lines, using Field & Stream, Hunt- 
ing & Fishing, Sports Afield, Out- 
toorsman, Outdoors and Outdoor 
pife, plus trade publications. The 
‘mampaign will continue through 
he fall season. 


i “We Know the 
Answers" 

COMPLETE e 
RADIO : 


RESPONSE e 
SERVICE 


= = a 
Prompt : 
Accurate a 
Dependable : 


: BRUCE RICHARDS CORP. 


131 E. 23rd St., New York 10 


Tulsa FM Station Bows 


KWGS, the University of Tulsa’s 
FM station, went on the air Feb. 
26. W. G. Skelly, Oklahoma oil 
man, donated construction funds 
to the station which uses his in- 
itials in its call letters. 


Dif Elects Kaiser 


Robert L. Kaiser, advertising 
manager of Dif Corporation, Gar- 
wood, N. J., soap maker, has been 
elected vice-president in charge 
of sales and advertising. 


Joins Scripps-Howard 


Frederick B. Wilmar, formerly 
space buyer for the Pacific Coast 
offices of J. Walter Thompson 
|Company, has joined the San 
| Francisco staff of the national ad- 
vertising department of Scripps- 
Howard Newspapers. 


KOB Names Baker 


Roger Baker, formerly with Sta- 
tion WLW, Cincinnati, has been 
named general manager of Station 
KOB, Albuquerque. 


| 


Grenier to Hayhurst 


F. J. Hayhurst Company, Mon- 
treal, has been appointed to direct 
the advertising of C. J. Grenier & 
Co., Montreal, maker of founda- 
tion garments. Newspapers and 
trade publications will be used. 


PX Appoints Two 


Post Exchange Publishing Com- 
pany, New York, has named 
Harley L. Ward, Inc., Chicago, and 
Simpson-Reilly Ltd., Los Angeles 
and San Francisco, as advertising 
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representatives for El Detallista 
Internacional (The International 
Retailer), which will appear for 
the first time in May. 


STOP sending bulky DISPLAYS. 

to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 


display in your booth within 24 to 36 hrs. 
i 5 5 ST. 
Fred Mees, Bindery, @it,Go cE: 
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Therm Gas to Beaumont 


Therm Gas Generator Company, 
Seattle, has named the Seattle 
office of Beaumont & Hohman to 
handle the advertising of its 
Super- Therm combination oil 
burners. Business papers and di- 
rect mail will be used. 
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| 80 Churches — All Faiths 


The JOURNAL-TIMES 


RACINE, WISCONSIN 


THE ALLém ELarpe CO . REPRESENTATIVES 


Trimz Draperies 
Ads in Newspaper 
Supplements Only 


Cuicaco — Trimz Company this 
spring will use 30 Sunday news- 
paper magazine supplements, in- 
cluding the Metro Group, in a 
market - by - market expansion of 
distribution for Trimz paper drap- 
eries introduced last fall (AA, 
Sept. 9). 

To achieve full impact, the full- 
page, four-color ads will break in 
each market after special com- 
pany representatives carry out a 
local promotion campaign. First 
ads have appeared in major south- 
ern cities. The drive will gradu- 
ally work northward, ending 
May 25. 

The sales staff provides special 
services for dealers and jobbers, 
timing their schedule to permit 
appearances in all 30 market areas 
as the ads appear. With jobbers 


and dealers running tie-in ads in 


smaller cities where the magazine 
supplements have circulation, full 
national coverage is expected. 

MacFarland, Aveyard & Co. is 
the agency for Trimz and its par- 
ent company, United Wallpaper, 
Ine. 


Four Appoint RAYgency 


Gerald RAYgency, San Fran- 
cisco, has been appointed to 
handle the advertising of the 
Palace Hotel; Hotel Claremont, 
Berkeley; Trader Vic’s, Oakland; 
and Pan-Pacific Meat Company, 
San Francisco. 


3 Join Olmsted & Foley 


vertising manager of K. O. Lee 
Mfg. Company, has been appointed 
account executive specializing in 
industrial accounts for Olmsted & 
Foley, Minneapolis. Virginia 
Schlenker, formerly priorities 
analyst for Consolidated Steel, 
Los Angeles, has been named re- 
search librarian, and Beryl 
Stephens, formerly continuity edi- 


tor for Station WCCO and traffic 


William L. Baxter, formerly ad- | 
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UP-TO-DATE—Hotpoint, Inc., installed this modern all-electric kitchen at Kling 

Studios, Chicago, for the use of advertisers who want to use various kitchen 

shots in displaying their own products. New appliances will replace the old 
ones as yearly models go into production. 


assistant at Campbell-Mithun, has 
been appointed assistant produc- 
tion manager. 


‘ Gor TO Know Waat 
MAKES TING 


That's why we're taking a portion of Memphis apart each 


month, sale by sale, brand by brand, price by price, store by 


store. We've a habit of looking into buying habits. We've 


been doing it for years but it wasn’t until a couple of years 
ago that we started the Memphis Consumer Panel Study, 


thus providing the advertiser with a continuous report cover- 


ing the purchases of 250 representative families month by 


month. The study includes grocery and clothing and house- 


furnishings classifications. A limited number of copies of 


our latest report, covering the first six months of 1946, are 


still avatlable without charge to advertisers. Write Research 
Department, Memphis Publishing Co., 495 Union, if you'd 


likea copy. 


Group Boosts 
California as 
Apparel Center 


Los ANGELES—To further its 
plans for making the California 
apparel market into a billion dol- 
lar project by 1955, California Ap- 
parel Creators will launch an ad- 
vertising campaign in Life and 
boost industry-wide promotional 
contests. 

Executive Director Edmund Mc- 
Kanna outlined to more than 1,000 
attending an industry meeting, the 
group’s promotion projects, in- 
cluding a unique window display 
contest whose winners will re- 
ceive trips to California. In addi- 
tion to the magazine campaign, 
direct mail is being sent to about 
10,000 retailers. 

The window display contest will 
offer three prizes of $1,000 round 
trips to California for display 
managers in three designated dis- 
play divisions, who dress their 
windows with most originality in 
using California merchandise. 

At the same time the California 
Apparel Creators announced that 
it would intensify its publicity 
campaigns and would also support 
the operator training program 
launched by the Pacific Coast Gar- 
ment Manufacturers Association 
The group has about 400 members, 
50 of whom joined at the March 
meeting. 

Foote, Cone & Belding is the 
agency. 


Audit Bureau Adds 


24 New Members 

The Audit Bureau of Circula- 
tions has added the following new 
members: Advertisers: Noma 
Electric Corporation, New York: 
Jacob Ruppert Brewery, New 
York, and Skouras Theaters, New 
York. Agencies: Bruce B. Brewer 
& Co., Kansas City, Mo., and J. R. 
Pershall Company, Chicago. News- 


papers: Sentinel, Shenandoah, I[a.; 
Chicago Journal of Commerce: 
Reporter News, Abilene, Tex. 


| Houston Informer; Register Paja- 


ronian and Sun, Watsonville, Cal. 
Daily American Republic, Poplat 
Bluff, Mo.; Daily Racing Form 
New York, and the New York 
Telegraph. 

Magazines: Tennessee Walking 
Horse, Lewisburg, Tenn.; 
Comics, New York: Screen Songs 
Derby, Conn.; Marvel Comics 
Group, New York; Boating Maga- 


zine, Toronto; La Famille, Mon-§ 


treal, and International Digest 


New York. Business Papers: Shoe 
& Leather Journal, Toronto; Fur- 
niture & Furnishings, Toronto, ance 


Beverage Media, New York. 


Increases Spot Radio 

O’Sullivan Rubber Corporation 
Winchester, Va., through Justi! 
Funkhouser Advertising, 


advertising for its heels and soles 


from 41 to 99 stations. The radio 
advertising is supported by bus!- 
ness papers, broadside and window 


display advertising. 


Archic® 


Balti- 
more, has increased its radio spot 


Advertising 
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Campaign Marks 
First 100 Years 
of Penn Mutual 


New YorkK—Penn Mutual Life 
Insurance Company, Philadelphia, 
this spring is observing the 100th 
anniversary of the sale of its first 
policy, on May 25, with a special 
four-color page in Newsweek, The 
Saturday Evening Post and Suc- 
cessful Farming, two 480-line in- 
sertions in newspapers signed by 
general agents in 85 cities, and 
policyholder meetings in these 
cities at which an 18-minute mo- 
tion picture will be shown. 

At a press preview in New York, 
John A. Stevenson, Penn Mutual 
president, pointed out that the 
motion picture is intended to bring 
“to life and animation” facts and 
figures in both the annual report 
and the century. 

During the century, the num- 
ber of Penn Mutual’s policyown- 
ers, he continued, has grown from 
less than 500 to more than 500,000, 
and its assets to more than $1 
billion. New business in 1946 
totaled $247,000,000—or $100,000,- 
000 more than the largest previous 
increase. Penn Mutual’s 171% new 
business gain is said to have been 
the largest of any of the 25 major 
life insurance companies. 

John A. Stevenson, Ph.D., L.H.D., 
has written a booklet, “A Century 
of Security: Expressing the Spirit 
of William Penn, 1847-1947,” 
which is being distributed at the 
meetings. 

The newspaper ads invite pol- 
icyholders to the meetings. Geare- 
Marston, Inc., Philadelphia, is the 
agency. 


Paley Settles Suit 
with London Newspaper 


William Paley, board chairman 
of the Columbia Broadcasting Sys- 
tem, recently advised a London 
law court that he was dropping 


' his libel suit against the London 
| Daily Mail. 


The suit was insti- 
gated by statements appearing in 
the Mail implying that during the 
war Mr. Paley sought to exploit 
Radio Luxembourg “on behalf of 


| the Columbia Broadcasting Sys- 


tem.” 

A public apology by the Mail 
and the payment to Mr. Paley of 
an undisclosed sum of money per- 
suaded him to drop his complaint. 
The money, according to CBS of- 
ficials, was donated by Mr. Paley 
to two charitable organizations— 
the British Red Cross and the St. 
Johns organization. 


Plugs Outdoor Fireplaces 

Outdoor Oven Fireplace Com- 
pany, Hartford, Conn., has 
launched a campaign in American 
Home, Better Homes & Gardens, 
Good Housekeeping and House 
Beautiful, plus newspapers in key 
cities and trade publications. F. W. 
Prelle Company, Hartford, is the 
agency. 
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Plans Toy Exhibit 

The Toy Guidance Council, Inc., 
New York, is constructing a toy 
display center called Toy Guidance 
Exhibit, at 204 Fifth Ave. The ex- 
hibit, which is designed to in- 
terest educators, buyers and 
others, but sell nothing, is expected 
to open in May. 


Plugs New Pattern 


Frank M. Whiting & Co., Me- 
riden, Conn., division of Ellmore 
Silver Company, maker of sterling 


silverware, has launched a cam- 
paign for its new Scandinavian 
design, called Princess Ingrid, in 
class magazines and trade publica- 
tions. Edward Owen & Co., Hart- 
ford, Conn., is the agency. 


Appoints Mayers Agency 

Mayers Company, Los Angeles, 
has been appointed to handle the 
advertising of L. B. Laboratories, 
Los Angeles, maker and distribu- 
tor of hair oil and foaming sham- 
poo. Copy tests are being planned 
for local markets, starting May 1. 


Appoints Hayhurst 


F. H. Hayhurst Company, To- 
ronto, has been appointed to di- 
rect the advertising of all the prod- 
ucts produced by overseas firms 
represented in Canada by Gooder- 
ham & Worts Ltd. 


Issues Brochure 


CBS’s_ promotion department 
has prepared a brochure titled 
“Crescendo,” which outlines the 
findings in an analysis of 5,000 let- 
ters of the more than quarter-mil- 
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lion received over a 29-week 
period by the U. S. Rubber Com- 
pany, sponsor of the Sunday after- 
noon broadcasts of the New York 
Philharmonic-Symphony. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicage 1 


WAS 


(Source: U.S.D.A.) 
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And that makes successful Poultry Farmers 
thirsty too for modern automatic water 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 


| THIRSTY!” 


BIDDY™ 


systems, plumbing equipment, water heat- 
ers, washing machines, drinking fountains, 
garden hose, and all the labor-saving profit- 
making conveniences used on the modern 
Poultry Farms ... Your advertising in 
Poultry Tribune reaches half a million of 
these high-income poultry farm families 
—who regard Poultry Tribune as their 
business magazine and buying guide. 


Le 


cading Specialize 


LLIONAIRE 


UNE 


ARM MAGAZIN 


{ 
{ 


! 
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Member: 
AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, IIL 


Representatives — New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea. 


arate pa is . ae er Be es ey Loca iar ee ae Hes Ms cts et rhe . et Seek 
" oe ; = 3 ‘alae 1S . Rael oy - m - ” mm oo oe a a ’ , ee ee ; aa Lee eRe ee gees le ae . , i rt ee , es 
| ) ra ey 
3 oa ee 
a a a 
; 4s Z 
Pr - 
ae | 
ee | 7 
= —_ a 
es ee eS 
i 
(¢ yy, \| se 
7&\ | : —\| Re 
cae tte ) 
(\.. ‘ i ee ah | 
SF, | ft | ee ||| Hl | 
_ \ | en 
u ! 
ol- ~— ——. | mY i ; | 
f oi am "cl — —— ; 
: é “een a - 
na Cc a . / "Ae eee 
nal Cc / CLE- te” 
LSS a w , 
? SH NOS a 
e- | COPS + { ) ma 7 
_ ~ VG y a ||) / ) ae 
the <C — os , - a ft ee i A 
in 4 # a x oie Soe 
: St Sane aay SC} | 
re- ‘SS > o — oo ; Re ey <a —— 
gn, , *5 ne * “* <4, Lapras 
————_——— i Pie ie a 
i: Ba ee Le = -£ 
vill 1R he a ee 
ind i |} J [NZ oe i ee j i} 
lay * a (oe on eis. ae Yd % Ak, ji Hi 
lis- ba a | eee i ; s } . 
eir | heey ees Bee 7 4 “ ) * e j 
nia | 3 ae Ae 4 f iii pees , = ” Oe i : 
hat a. = gi ee Sa HT | 
rity a vt. “ soneseney fA - P 38 : i) = 
ee | a ee 4 
0; aor Fr .) ee a 
ar- | | SS \ Sa ae om 
: oe ee 2 
rd A Dae fe we . ee # {} me 
Pi, Fas ia F 4 > ae, hi a 
rch it © 4k % a He “a i we j / { 
| an |") <a Hi} 
rent: — B/) 
the eo... ‘a8. —— 
3 iy 7 << by Wy a Uf ij 3 a ack: a : a - Hh 
eo on Bote ete Stic 2 2 Ve os " ~~ 
} ate. eee ee V a - - I 7 
la- 4 ‘ ~ Hi! . 
lew Ba fh oe ee i ; 
ma . pe > ‘SS <9 4 . re +2 ae SAN vt Hi 
A oe a Sete Hh 
rk: | . <2 2 (nae ty; HM 
’ bs we. — + Gamer 
~ ia 22 4 ha 5 Hh 
} | Ss , j ee 3 Hi 
wer erm a Bs Ha 
: R. | . ‘ i ue “ gee 3 % as na Hf - 
WS- roe es —— | wy a 4 ee a! 
16 fence ee ee eee gee — - "Es oe 
rce: ‘lan WE ag ae Hi — 
1ja- 1 AME If Po 
cal q mae fi ai a fy j ; Wh ~~ : 
dat am 7) . 
ae url eae ae / 
ork rin Jour’ 7] | @ fe 
Ms. os Og a " a rare 4 x o . 7 7 
“ing | Ae cpg Of ME : F./ 500,000 Circulation a 
hi | = —_ — 
ngs | tt = = a 
nit f ze 
a PE - 4 oe 
es f | ee | je 
"uT- ee v | 
and oe: : vic fi 
oT eee a $.. 
Your FARM Magazine List Is Not Complete Wi | ig 
— 5 
| | mplete Without Pocltrgy TRIBUNE ta 
io : 
sti . “¢ 
ilti ‘ 
spot y. a 
ole | a ee 
adi’ Rites eo 
ee = CORPORATION _ ia 
DIRECT MAIL DIVISION ee 
. edt 
Neen ps S| Pr: 7 ve : . : ity, ‘ de - : ae Si eee i cae = aii a ~ : Sabet 


Jewelry Industry 
Girds fo Retain 
Record War Gains 


New Yorx—tThe jewelry indus- 
try, concerned with mounting full- 
scale competition from products 
off the market during the war 
years, is getting under way with 
a joint program to safeguard rec- 
ord wartime retail sales which 
reached an all-time high in 1946. 
Estimates place total retail sales 
for that year at $1,350,000,000. 

The Jewelry Industry Council 
started its 1947 program with 
3,400 members drawn from all 
segments of the industry—manu- 
facturers, wholesalers, importers 
and retailers. All of these mem- 
bers have pledged to contribute 
one-tenth of one per cent of their 
annual sales to finance the coun- 
cil, which is putting into operation 
a program (to include advertising 
later) aimed at maintaining jew- 
elry sales volume at the retail 
level. The council will operate 
on the principle that what bene- 
fits the retailer will automatically 
revert to the benefit of all sectors 
of the industry. 


$425,000 Already Pledged 


Pledges totaling $425,000 an- 
nually for three years have been 
received, and the council is work- 
ing toward a total membership of 
about 5,000 by the end of this 
year. Its board of directors con- 
sists of 13 retailers and 12 sup- 
pliers (manufacturers, wholesai- 
ers, etc.), with Cecil D. Kaufmann, 
Kay Associates, and Victor A. 
Lambert, Lambert Brothers (both 
retailers), acting as chairman and 
vice-chairman, respectively. 

One of the council’s first steps, 
Albert E. Haase, executive direc- 
tor, told ADVERTISING AGE, was to 
develop promotional plans for nine 
fixed days or events. These red- 
letter days of the jewelry indus- 
try, which will supplement year- 
round occasions such as birthdays, 
anniversaries, etc., include Valen- 
tine’s Day, Easter (including a 
broad spring drive), Mother’s Day, 
Father’s Day, June graduation, 
Back-to-School and College, pre- 
Christmas layaway in October, 
Thanksgiving and Christmas. Until 


IN ST. PETERSBURG — TAMPA 


. 
. 
‘ 
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This Is Gandy Bridge 


which joins the neighboring 
cities of Tampa and St. Peters- 
burg. These two cities make up 
one of Florida’s greatest Metro- 
politan Markets . .. And 40% 
of this market—2 out of 5 buy- 
ers—live in St. Petersburg. 


In St. Petersburg no Tampa 
paper has as much as 600 aver- 
age daily circulation. To sell 
this important 40% of the 
Tampa-St. Petersburg market, 
use St. Petersburg’s own news- 
papers. 


) , 


now, Christmas has accounted for 
more than 25% of total annual 
jewelry sales. 


Sends Out Promotion Kits 


For each of these occasions, the 
council will distribute to retail 
jewelers promotion kits, contain- 
ing newspaper copy ideas, store 
window and counter display sug- 
gestions, radio spots, sales letters, 
etc. The council’s first promotional 
portfolio, on Valentine’s Day, of- 
fered five different promotion 
themes for selling more jewelry 
store merchandise. Its second kit 
on Easter is now in retailers’ 
hands. 

The council is also at work on a 
window display project to deter- 
mine specific ways to create dis- 
plays which will attract attention 
and promote desire for jewelry 
store merchandise during hours 
when stores are closed. It has dis- 
tributed to its membership find- 
ings of a report called “Who 
Passes Your Store When It Is 
Closed as Compared With Who 


Passes When It Is Open.” This 
report is based on factual infor- 
mation contained in “Window Dis- 
play Circulation and Market 
Coverage,” published by the Ad- 
vertising Research Foundation, 
covering volume of pedestrian 
traffic past store windows. 


New Report Planned 


The report counts people by the 
half hour, from 6 a.m. until mid- 
night, and classifies them by men, 
women and children for all days 
of the week except Saturday and 
Sunday. It also presents a picture 
of Saturday and Sunday volume 
of pedestrian traffic in relation to 
other days of the week. Jewelry 
retailers and suppliers are asked to 
supply the council with sugges- 
tions on how to capitalize on this 
volume of window display “cir- 
culation,”—and in turn the coun- 
cil will compile these ideas into 
a usable report for the entire 
membership. 

The council will use other media 
research reports, analyze jewelry 


advertisements reported therein 
and pass on findings to its mem- 
bership. Also among the projects 
which it has under way are a 
study of other industry efforts in 
retail sales training and visual 
education, with a view to adopt- 
ing a jewelry retail sales training 
program; a study of jewelry pro- 
motion in schools and colleges; 
development of fashion shows with 
other industries; preparation of 
speeches to be delivered by jew- 
elers before local gatherings (al- 
ready being distributed are talks 
on “Silver—Queen of Metals,” 
“With This Ring,” and “Your 
Watch”); and compilation of mas- 
ter lists of suggested gifts, classi- 
fied by age, sex, price, etc., which 
the retailer may offer buyers who 
want ideas on gifts. 


54 JEWELERS ORGANIZE 
PROMOTION, SALES FIRM 
New YorK—Owners and opera- 
tors of 54 retail stores in seven 
southern states, doing a total gross 
retail sales business of more than 
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$12,000,000 annually, have formed 
Federated Jewelers Corporation at 
62 W. 47 St. here. 

The corporation is believed to 
be the first major firm in the 
jewelry field created to centralize 
merchandising, advertising, ware- 
housing, distribution, purchasing 
and sales promotion activities of 
individual retail stores. 

The 54 stores include chain store 
groups handling jewelry, radios 
and home appliances, and are lo- 
cated in 42 cities and towns in 
Maryland, Virginia, Tennessee, 
Georgia, the Carolinas and Florida, 
Local management, including poli- 
cies and personnel, will remain 
with individual retail stores of the 
corporation, which will maintain 
warehousing facilities in New 
York, Baltimore, Greensboro, 
Knoxville and Norfolk. 

Officers of the new group are: 
chairman of the board, Ned W. 
Cohen, Greensboro, N. C., who 
heads the largest jewelry chain in 
the South; and president, James 
Levi, Baltimore, head of Leon 
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Levi, Inc., said to have the largest 
annual sales volume among stores 
of its type, in the U. S. Vice- 
presidents are Harry Busch, Knox- 
ville, owner of Tennessee’s largest 
jewelry chain, and Phillip Barr, 
Norfolk, head of Virginia’s largest 
jewelry chain. Treasurer is Henry 
Lipman, Kingsport, Tenn. 
Executive vice-president of the 
corporation in charge of the New 
York office is Milton J. Green, re- 
cently released from the Marine 
Corps, and formerly head of his 
own organization in the field of 
inventory control and purchasing. 


Shoe Guild Elects 


The Guild of Better Shoe Manu- 
facturers, New York, has elected 
Irving E. Grossmann, director and 
executive head of the manufactur- 
ing division of I. Miller & Sons, 
president for 1947; Lou Sachar, M. 
Wolf Sons, first vice-president; 
Samuel J. Phillipson, Van Arden, 
second vice-president; John Jerro, 
Jerro Brothers, treasurer, and 
Kate Goldstein Kamen, executive 
secretary. 


STUDY ABP ENTRIES—Three of the judges in the Associated Business Paper 

advertising competition discuss the merits of some of the 912 entries. Left to 

right are John Buccuss, Acme Steel Co.; Walter Baers, The Buchen Co., and 

Milford J. Hunter, Continental Can Co. Awards will be presented in Chicago 

at a half-day clinic May 12, sponsored by the Chicago Industrial Advertising 
Association. 


Appoints Dopkins 

Loyd Dopkins, eastern division 
manager of Majestic Radio & Tele- 
vision Corporation, has been ap- 
pointed radio sales manager, with 
headquarters in Elgin, Il. 


Klemtner Names Potter 

Bradley O. Potter, formerly with 
E. R. Squibb & Sons, has been 
named assistant to the president 
of Paul Klemtner & Co., Newark, 
N. J., agency. 


Appoints Stockland 


M. O. Stockland Jr., saies pro- 
motion manager, has been ap- 
pointed manager of the newly 
consolidated sales promotion de- 
partment and advertising depart- 
ment of Four Wheel Drive Auto 
Company, Clintonville, Wis. The 
consolidation move resulted from 
the retirement of Francis M. Hig- 
gins as advertising manager. Mr. 
Higgins is devoting full time to 
his presidency of Wisconsin Cen- 
tral Airlines. 


Joins Moore & Hamm 


Fred C. Hulbert, formerly pub- 
licity director for the central chap- 
ter of Queens (New York), 
American Red Cross, has joined 
Moore & Hamm, New York agency, 
in charge of public relations. 


Appoints Lindsay Agency 
Old Guilford Forge, Guilford, 
Conn., manufacturer of reproduc- 
tion and wrought iron hardware, 
has placed its advertising with 
Lindsay Advertising Agency, New 
Haven, Conn. Direct mail and 
magazines will be used. 


AMERICAN 
WEEKLY 


lad bati oo 


9,052,251 


P.S. These are the official 

ABC Agures for the 20 ee 
distributing units, 6 months ; as 
ended September 30,1946. : 


Tsaclear-cut job the orange screener does. 


Better Homes & Gardens does just as clear- 


cut a screening job. 


It carries no fiction. No foibles. It’s 100% service 


for homemakers. That’s why 


Better Homes & Gardens screens out all readers 
except those actively interested in better homes 


—and better living in them. 


That leaves out people like furnished-apartment 
dwellers, regular diners-out, families to whom better 


living in a better home has no special appeal. 


It gives you 3,000,000 families with excellent in- 
comes, living a comfortable large-spending suburban 
type of life, who read BH&G solely for the ideas and 
help it gives in running a home. (Remember, BH&G 
is all service.) 


Parnes wo'Fate 


LIKE rome 


[ 


Cireulation Over 3,000,000 


Those 3,000,000 husbands and wives buy into the 
billions every year—to the tune of the highest 
standard of living in the world—for everything that 
an active family wants: Radios. Freezers. Cars, 
carpets, apple trees, roofing. Paint, safety pins, 
crackers, baby bottles, curtains, blankets, pressure 


cookers, mixers, ranges and rakes. 


It’s 100% service that pulls the readers. The same 


service will pull sales for you. 


Why don’t you start now? 


sa. | 


fresh facts on SERVICE THAT SELLS 


Who knows—maybe these facts can show you the 
way to a more efficient, more up-to-date media 
list. If your product sells in the home market— 
and which one doesn't?—the BH&G repre- 
sentative has a lot of pertinent data to show. 


Better Homes 


and Gardens 


Attias Hist Strie Migucine 


THE 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


“We just can’t help waving a 
banner when we can show you 
figures like these .. .” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more. These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


MERICAN 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
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Robbins Joins BSF&D | 


Douglas Robbins, formerly with 
MacManus, John & Adams, Inc., 
has joined the production depart- 
ment of Brooke, Smith, French & 
Dorrance, Detroit. 


CJBC Appoints Kesten 


Bob Kesten, radio commentator 
and writer, has accepted a six- 
month contract as manager of Sta- 
tion CJBC, Toronto. 


4d ee os in 


st Readership 


NUMERICALLY 
BECAUSE OF 

ACCEPTED 
EDITORIAL - 
CONTENTS = 


Building 
SUPPLY NEWS 


Council Readies 
Journalism Rating 


for U.S. Schools 


Cotumsi1a, Mo.—The American 
Council on Education for Jour- 
nalism has reported substantial 
progress on the task of examining 
and accrediting U. S. schools of 
journalism. 

Under the accreditation plan be- 
ing developed, schools will be 
evaluated on their effectiveness in 
preparing workers for manage- 
ment, advertising, radio and maga- 
zine fields, as well as in news- 
editorial work. 

Fact-finding questionnaires have 
been sent to schools for data on 
budgets, facilities, students, cur- 


'ricula, faculty and contacts with 


press and radio. Employers of re- 
cent graduates will be asked to 
check appraisal scales which show 
a school’s effectiveness in training 
for journalism. Actual visitations 
by the accrediting committee or 


its representatives are arranged 
after the preliminary data is as- 
sessed. 

Earl English, University of Mis- 
souri, is executive secretary of the 
council’s accrediting committee. 


Four A’s Chapter Elects 
Carl Tester President 


Carl K. Tester has been elected 
chairman of the Southern Cali- 
fornia Chapter of the American 
Association of Advertising Agen- 
cies, Los Angeles. Mr. Tester is 
vice-president and general man- 
ager of the Philip J. Meany Com- 
pany, Los Angeles. 

Other officers elected include 
Robert Lee, Los Angeles manager 
of Buchanan & Co., vice-chairman, 
and Alfred Rooney, general man- 
ager of Dan B. Miner Company, 
secretary-treasurer. 


Eaton Acquires Nascon 


Eaton Paper Corporation, Pitts- 
field, Mass., has acquired Nascon 
Products, Inc., and its subsidiary, 
Nascon Sales Corporation of New 
York. 


Management Firm 
Attacks ‘Gossipy’ 
Plant Publications 


Cuicaco—“The trend away from 
the gossip type of employe pub- 
lication is certain and marked; the 
who - bough t-a-soda-for-whom 
school is doomed.” 

“Workers today are more or less 
tone-deaf to the straight-from-the- 
mahogany - desk appeals for full 
production and the preservation of 
the democratic system. They are 
from Missouri and they want to 
know what’s in it for them. Man- 
agement must let them know.” 

With these and other sugges- 
tions, Newcomb & Sammons, Chi- 
cago management consultant firm, 
has prepared a special study on 
“The Company Publication in 
1947,” one of its reports to man- 


__ Stretching north from Washington Square to the Harlem River 
“is the world’s most expensive strip of real estate . . . Fifth 


Avenue. 


Office buildings, apartment dwellings, cathedrals, 


museums and libraries front on this famed tourist and shopping 
center. 42nd Street and Fifth Avenue is visited daily by more 
people than the total population of Trenton and Albany 
combined. Between 34th and 59th streets — little more 
than a mile — are 200 stores which, in dollar volume of 
sales, comprise the largest retail trading street in the world. 


You need newspapers to sell New York 
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agement on “developments in 
media for industrial peace.” 

The study attacks the still-pres- 
ent “technique of selling free en- 
terprise in carload lots, accom- 
panied by a brass band and the 
waving of flags.” The right way 
to sell employes on free enter- 
prise, says N&S, is “by relating 
the man to his job, his job to the 
company and industry, and finally 
to the prosperity he will have for 
himself if all the gears mesh.” 


Tell Story in Local Terms 


Top-notch employe publications 
of the Upjohn Company, Kalama- 
zoo, Mich., and Studebaker Cor- 
poration, South Bend, the study 
points out, tell of the free enter- 
prise system in terms of its local 
application. 

“They tell John Doe and Mrs. 
John Doe and all the little Does 
what the free enterprise system 
means to them, on the job, at 
home, every day of the week, 
every week of the year. . . They 
don’t gabble about the American 
way of life, nor hammer away on 
time-worn themes and wearying 
catch-all phrases. They sell the 
free enterprise system by implying 
its merits. They do it so that the 
reader can figure things out prop- 
erly for himself.” 

These suggestions are made for 
preparing employe publications: 
(1) “Don’t talk in general terms”; 
(2) tell the story in pictures; (3) 
“don’t preach and don’t get mad”; 
(4) develop one theme at a time 
and don’t try to give employes a 
college education in political econ- 
omy in one issue, and (5) stay 
with the theme issue after issue. 


Can Discuss Union Matters 


The study suggests, further, that 
well-prepared, informative em- 
ploye publications be sent to plant 
city officials, the clergy, local 
newspaper editors, the library and 
superintendent of schools, chamber 
of commerce and other citizens 
who mold opinion. 

Management should include 
news of union activity in the em- 
ploye organs. Firms which forbid 
mention of unions by name are 
“fugitives from reality,” the study 
asserts. It points out that the Na- 
tional Labor Relations Act does 
not prevent the employer from dis- 
cussing many aspects of union or 
labor matters. 

Newcomb & Sammons urges that 
management help employe editors 
by holding annual “get-togethers” 
of editors (as Western Electric, In- 
ternational Harvester and other 
companies do); prepare editorial 
“style books” (Johns - Manville, 
American Airlines); publish pro- 
fessional-appearing monthlies 
(Pittsburgh Plate Glass) and use 
employe publications to announce 
major policies (Superheater Com- 
pany, Atlantic Refining and 
others). 


Kling Studios Name 5 


M. F. Procunier, account execu- 
tive, has been promoted to sales 
manager of Kling Studios, Chicago. 
Sibley McCaslin and Tyler Little, 
both formerly with Burton Rogers 
Company, Cincinnati, have joined 
Kling as head of the creative de- 
partment of the point-of-sales di- 
vision, and an account executive 
and estimator of the point-of-sales 
division, respectively. Tony Ditz 
has been named account executive 
of the division and Michael Moore 
has joined Kling’s illustration staff. 


Appoints Marsh 


Virginia Gates Marsh, formerly 
fashion director of Davison-Paxon 
Company, Atlanta, has been ap- 
pointed director of advertising and 
sales promotion of the House of 
Gourielli, New York. 


Trestrail to Heagerty 
Fred A. Trestrail, formerly with 


G. A. Davis Printing Company, 
| Toronto, has been appointed an 
associate executive of L. J: 
| Heagerty Ltd., Toronto agency. 
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ACCEPTS GRANT—N. Roy Perry 
(left), president of the Advertising & 
Sales Club of Toronto, presents a $1,000 
check to Dr. Sidney E. Smith, president 
of the University of Toronto, to set up 
two fellowships open to graduate stu- 
dents continuing marketing studies. 


Toronto Adclub 
Announces Grants 


Toronto—The Advertising and 
Sales Club of Toronto has estab- 
lished two new fellowships en- 
abling two university graduates to 
continue their studies in market- 
ing at the University of Toronto. 

A $1,000 grant covering the fel- 
lowships was presented to Dr. 
Sidney E. Smith, president of the 
university, by N. Roy Perry, busi- 
ness manager of Maclean’s and 
Chatelaine, and club president, at 
its Education Day luncheon. The 
$500 fellowships will be awarded 
to two graduates of a Canadian 
university who wish to do gradu- 
ate work in business administra- 
tion, specializing in the field of 
marketing. 

Last fall, the club also allotted 
a substantial sum of money to 
the university’s Department of 
Economics for research in market- 
ing. Funds were raised through 
the extension courses of 1945-46, 
sponsored by the club. Its edu- 
cational program, headed by Roy- 
don M. Barbour, general education 
chairman, now embraces more 
than 2,000 students. 


Launches Food Drive 


William Underwood Company, 
Watertown, Mass., food specialties, 
has started a campaign in Ameri- 
can Home, American Magazine, 
Cosmopolitan, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s, Newsweek, The 
New Yorker, The Saturday Eve- 
ning Post, Time, True Story, Wom- 
an’s Day, and Woman’s Home 
Companion, plus the magazine 
section of the New York Times 
and six grocery trade publications. 
The trade publication copy is 
headed “The Devil is going to 
town in 747.” 


Launches Fudge Drive 


Ohio Confection Company, 
Cleveland, will use national ad- 
vertising for the first time to pro- 
mote O. C. chocolate pecan fudge, 
with insertions scheduled for Col- 
lier’s, Life and The Saturday Eve- 
ning Post. Marschalk & Pratt Com- 
pany, New York, is the agency. 


Two Appoint Ellis 

Town Shop, women’s wear, and 
the Royal Linen Supply Company, 
Buffalo, have placed their adver- 
tising with Ellis Advertising Com- 
pany, Buffalo. 


Reo Names Carew A.M. 


Reo Motor Company of Canada, 
Toronto, has appointed Charles S. 
Carew advertising manager, fol- 


lowing his return from overseas 


duty with the Royal Canadian Air 
Force. 


Aikin Joins Smith 

Earl Aikin, formerly with the 
Monetary Times, Toronto financial 
publication, has joined R. C. Smith 
& Son, Toronto agency, as an ac- 


Marsh to Marlite 


William H. Marsh, formerly of 
Canada Wire & Cable Company, 
has been appointed western sales 
manager of Marsh Wall Products, 
Inc., Dover, O., manufacturer of 
plastic panels, mouldings, and 
bathroom accessories. 


Promotes Brand Names 


The first issue of “Brand Mer- 
chandising,’ a monthly digest of 


newspaper ads, window displays, | 


LOOK IT UP in 
the MARKET DATA BOOK! 


INDUSTRIp, 
MARKE, TG 
<c—y 


——— 
2 
CONSUMER MARKETS EDITION 


* 
BUSINESS PUBLICATIONS EDITION 


count executive. direct mail and other promotions | 


designed to sell more brand name 
merchandise through retail outlets, 
has been published by the mer- 
chandising division of the National 
Research Bureau, Inc., Chicago. 


Bates Opens Campaign 


Cc. J. Bates & Son, Chester, 
Conn., maker of crochet hooks, 
knitting needles and manicure 
preparations, has started a cam- 
paign for Susan Bates line of 
Micro-Ground hooks and needles 
in Department Store Economist, 
Good Housekeeping, McCall’s 


ead 


Needlework, Notion & Novelty Re- 
view, Seventeen, Smart Knitting, 
Vogue’s Knitting Book, Woman’s 
Day, and Woman’s Home Com- 
panion. 


SIMPSON-REILLY, LTD} 
‘ Publishers Representatives ~ 


SINCE 1928 


‘SAN FRANCISCO 
_RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG 
ate 


Tllinois» 


Indiana? 


Dakota? 


Today’s farmer is a specialist. He concentrates on the 


tunities. Because the work, the outlook, the problems of 
in one state will vary considerably from those of farmers 
in another—each state requires its own farm paper, 
locally edited to fit local needs. The Midwest Farm 
Paper Unit offers the advantages of local editing plus 
saturation coverage of the world’s richest farm market. 
It gives your advertising the impact of local acceptance 
with a background of local confidence. Sell the Mid- 
west 8 through its local farm papers—offered in a 
single package through the Midwest Farm Paper Unit! 


250 Park Ave., 


New York 17 - GN. Michigan Ave., Chicago 2 - 


Important? You het! secause 


WHERE HE FARMS DETERMINES WHAT HE READS f 


farming adapted to his local conditions and marketing oppor- 


542 New Center Building, Detroit 2, 


Sure he's a farmer- Kcwhea aeeu he oem 7 


type of 


farmers 


- Russ Building, San Francisco 4 


- 645 S. Flower St, Los Angeles 14 
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Seelig Opens Agency 

Leon Seelig, formerly of Shaffer- 
Brennan - Margulis Advertising | 
Company, St. Louis, has opened | 
his own agency, Seelig & Co., in 
the Buder building, St. Louis. 


Begins MBS Newscast 


Robert F. Hurleigh, news direc- 
tor of WGN, Mutual Broadcasting 
System’s Chicago affiliate, started 
a network news commentary on 
March 1, 8:30-8:45 a.m., CST. 


~~ DIE 
“ CUTTING 


4 ‘STEEL RULE DIES 
a Write, wire or phone 

| ADVANCE 
. FINISHING COMPANY 


‘) 325 W. OHIO STREET 
. CHICAGO 10, ILL. 
\. Delaware 5517-18 


Inaugurates New 
Shopping Column 


Boston—The “column” treat- 
ment of newspaper advertising has 
won a new sponsor here with R. H. 
White Company, one of New 
England’s large department stores, 
scheduling a column, “The Ad- 
ventures of Wendy White,” twice 
weekly in the Boston Record and 
American. 

The new shopping column is the 
combined product of E. Perkins 
McGuire, president of the store; 
Frank R. Glynn, sales promotion 
manager, and Alec Kennedy of the 
Record and American advertising 
staff. Philomena Pizzazo of the 
same staff selects the merchandise 
featured, and handles the produc- 
tion. The department store ties in 
with sign toppers reading: ‘“Ad- 
vertised in the column, ‘The Ad- 
ventures of Wendy White.’ ” 

Items selected for ‘“Wendy’s” 
debut included a Krene plastic 
apron, Martex kitchen kit, plastic 
handbag, Pyrex coffee percolator, 


— en 


SELLING THE MARINES—The outdoor advertising industry, through the Ad- 

vertising Council, will contribute 3,000 panels next month to the showing of 

Marine Corps recruiting posters such as this 24-sheet drawn by Michael 

Privitello and prepared by J. Walter Thompson Co., the council's volunteer 
agency. 


and a pair of “dancing ladies to 
pin on your shoulders.” 


Donnelley Boosts Barber 


Lawrence W. Barber, with the 
Reuben H. Donnelley Corporation, 
New York, for 15 years, has been 
appointed sales manager of the 
merchandising division. 


McElroy Joins F&S&R 

Paul E. McElroy, who has been 
advertising director of Ethyl Cor- 
poration, account executive and 
manager of the Detroit office of 
Lord & Thomas, and account ex- 
ecutive of Batten, Barton, Durstine 
& Osborn, has joined Fuller & 
Smith & Ross as account executive 
in the Chicago office. 


PRODUCTION 


fF _ INCOME 


_---in Detroit banks and investments in War Bonds pur- 


The DETROIT NEWS is banner medium of the market— 
with the largest trading area circulation of all Detroit papers, 
and greatest ABC-recognized home-delivered circulation in 
. your assurance of having your product story 
thoroughly digested by Detroit's largest newspaper audience 


America 


—in their homes, 


demand for years to come. 


markets of the nation. 


billion dollars. 


at their lescure/ 


--- is up above the million mark, with no seasonal or 
model-change layoffs anticipated throughout the year. 


_-- is steadily climbing, with capacity production indicated 
for this year. But even that cannot approach new-car 


—-- of workers averages over 55 million dollars weekly— 
4th highest per capita buying income among the major 


chased by Detroiters since 1941 totals well over four 


412,605 Weekday Total Circulation 
$17,022 Sunday -Total Circulation 


OWNER AND OPERATOR 


DAN A. CARROLL, !10 E. 42nd St. New York, 17 


OF RADIO STATIONS WW) AND WENA Sef een 
The JOHN E LUTZ COMPANY, Tribune Tower, Chicaco |! 


. 
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Doss Urges Real 
Teamwork By 
Agency, Company 


(Picture on Page 63) 


Cuicaco—A vigorous plea for 
complete frankness in dealing with 
the advertising agency of a com- 
pany was voiced by H. C. Doss, 
vice-president and general sales 
manager, Nash Motors division 
of Nash-Kelvinator, in addressing 
the Art Directors Club of Chicago 
on the occasion of the announce- 
ment of prize awards in the 15th 
annual exhibition of outdoor ad- 
vertising art (AA, March 17). 

“We regard our agency, Geyer, 
Newell & Ganger, as part of our 
team,” said Mr. Doss. “They know 
what our 1948 cars will be, and 
they are in our full confidence as 
to our engineering thinking and 
forecasts for 1949 and 1950. 

“Unless a company’s manage- 
ment can repose complete confi- 
dence in its agency, and take them 
behind the scenes in its thinking 
and planning, it should get another 
agency. The agency that knows 
and understands all the problems 
of a company can render invalu- 
able service, as ours is doing.” 

Mr. Doss paid high tribute to 
the value of Nash Motors outdoor 
advertising, which won an honor- 
able mention in the competition, 
reporting that it is particularly 
popular with dealers. He said that 
while other media will be used, 
outdoor continues to be the pri- 
mary medium for the promotion 
of Nash, which has gone from 10 
to 12 months’ showings and has 
already contracted for 1948. 

He added that in view of limited 
production, Nash has frozen its 
dealer organization at 1,200, 
though its ultimate objective is 
1,500. He explained that even 
with fewer cars te sell than they 
would like, Nash dealers are 
making money, and that the com- 
pany’s policies are formulated on 
the basis that they will make 
money. 


Armstrong Cork 
Promotes Five 


Hugh Forster, assistant man- 
ager of the floor division creative 
section of Armstrong Cork Com- 
pany, Lancaster, Pa., has been 
promoted to assistant to the presi- 
dent. John Holden, formerly of 
the industrial division creative 
section, will handle national ad- 
vertising copy for the floor divi- 
sion creative section and John 
Keil will be in charge of the divi- 
sion’s radio copy. 

Roger Harrison, formerly as- 
sistant editor of the “Armstrong 
Reporter,” the company’s em- 
ploye publication, has joined the 
staff of the building materials 
creative section. Carl Thorbahn 
of the building materials section 
has replaced Mr. Harrison on the 
“Reporter.” 


Long to Direct 
Hanover Promotion 


Hanover Wire Cloth division of 
Continental United Industries, 
York, Pa., has appointed the W. H. 
Long Company, York, Pa., to di- 
rect national advertising of its 
Star brand insect wire screening. 
Consumer and trade media and 
direct mail will be used. 

Christopher L. Sloman, formerly 
assistant to the vice-president in 
charge of sales of Goodyear Air- 
craft Corporation, Akron, is now 
head of the new business depart- 
ment of the Long company. 


‘Modern Sundries’ Bows 


Tom Sullivan, publisher of To- 
| bacco Leaf and International Con- 
| fectioner, New York, has launched 
|Modern Sundries, monthly busi- 
‘ness paper for buyers of sundries 
in the wholesale, chain and de- 
partment store and export fields. 
Mr. Sullivan will be editor, and 
| Victor J. Manning, advertising 
manager. 
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Waco Readers 
Sound Off in 
Poll by Dailies 


Waco, Tex.—When the News- 
Tribune and Times-Herald here 
launched reader polls in January 
for opinions on news, features, 
comics and columnists, more than 
5,000 readers bombarded the 
dailies with ballots and meaty sug- 
gestions regarding favorites and 
non-favorites. 

The two dailies, with a com- 
bined circulation of about 37,000, 
kept interest in the study high 
through use of daily news stories 
about the status of the day-by- 
day returns. At the beginning, the 
survey was announced through use 
of office ads, followed closely by 
insertions of the ballots. 

The ballots listed various sec- 
tions of the papers, such as edi- 
torials, features, comics, etc., and 
readers were asked to scratch 
those they favored least. They 
also provided space for readers to 
offer their own. opinions about 
additions, eliminations or revisions 
of current sections. 

Waco readers left little to the 
imagination. One suggested tersely 
that Columnist Jay Franklin be 
tarred and feathered; another ac- 
cused the News-Tribune of gen- 
erating gastric ulcers at the break- 
fast table. Still another demanded 
that the paper get a proofreader. 
Reader interest in comics reached 
such heights that one headline 
said soberly “Oop Endorsed as 
Education” (referring to Alley 
Oop). 

Pat Taggart, business and ad- 
vertising director of the news- 
papers, said that as far as pos- 
sible, addition and elimination of 
features as recommended by read- 
ers would be made. 


KRNT-FM Hopes to Have 
World's Highest Tower 


Station KRNT-FM, Des Moines, 
owned and operated by Cowles 
Broadcasting Company, has filed 
an application with the Federal 
Communications Commission for 
approval to construct an FM 
tower 1,530 feet high, which will 
make it the highest structure in 
the world. The proposed tower 
will be able to carry FM programs 
to listeners within a radius of 
more than 100 miles from Des 
Moines. 

Phil Hoffman, vice-president of 
Cowles and manager of Station 
KRNT-AM, will be manager. 


Form Television Agency 


Television Advertising Produc- 
tions, Inc., advertising production 
representative for advertising 
agencies, motion picture studios 
and radio and television stations, 
has been formed at 360 N. Michi- 
gan Ave., Chicago. Ardien B. 
Rodner, formerly in charge of tele- 
vision promotion of Common- 
wealth Edison Company, is presi- 
dent and Norman C. Lindquist, 
formerly assistant to Mr. Rodner 
at Edison, is vice-president in 
charge of sales. 


Whitman Appointed 

United Fruit Company, New 
York, has named Edmund S. Whit- 
man director of publicity. Mr. 
Whitman will continue as adver- 
tising manager. 


STEP INTO COMFORT IN 


ST. LOUIS. 


‘Plans Test Campaign 


B. Nelson Company, with stores 
in the New York metropolitan area 
and Hartford, originator of Nel- 
sonizing—shoe rebuilding, is plan- 
ning a test campaign for news- 
papers along the eastern seaboard 
to determine the possibility of 
establishing Nelsonizing agencies 
throughout the country. 


Helm Joins Rowe 


Gerald W. Helm, formerly re- 
search director of Strauchen & 
McKim, Cincinnati, has joined the 
creative staff of the Rowe & Wy- 
man Company, Cincinnati. 


Fader Names Doner 


A. L. Fader & Co., wood-work- 
ing machine distributor, Chicago, 
has appointed W. B. Doner & Co., 
Chicago, to handle its advertising. 
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Warner Video Coming 


Stewart-W arner Corporation, 
Chicago, has begun making its 
“Videorama” television receivers 
and the sets will be ready for 
sale next month. They cover all 
13 video bands, and have AM 
radio reception as well as tele- 
vision sound on FM. 


Mook Appoints Diemer 


Otto A. Diemer, formerly assist- 
ant production manager of Kir- 
cher, Helton & Collett, Dayton, has 
been appointed production man- 
ager of Emerson H. Mook, Dayton, 
industrial advertising agency. 


Spencer Quits Rollman 


A. L. Spencer has resigned as 
advertising and sales promotion 
manager of Rollman & Sons Com- 
pany, Cincinnati, effective April 1. ; 


“Several times people have backed me into a corner 
and asked me point blank, why we devote so much 
space to Sports and Outdoors in the Eagle Magazine. 
| usually try to ignore the question but if my arm is | 


twisted far enough, | have to admit it's because that's 
what the readers want. It seems kind of silly to give 
anybody anything they want these days, but that's 
the way we do things in the Eagles. Our Poll of 
Eagle Opinion shows that 86% of the Eagle members 
prefer a large Outdoor and Sports department, so 
that's what they get, and as it's a man's magazine 
1 suppose this makes sense.” 
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ALL BUSINESS IS LOCAL” AD IN BACKGR 
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Selling, too, is a personal affair»... between a local 
consumer and a local merchant. Multiplied many times in many 
markets, local sales build into national business. But sales differ as 


markets differ, and markets differ as people differ. Advertising 
In one case recently studied by the Bureau’s sales analysis group, id 
73.1% of his potential customers. 


Newspaper advertising is efficient because it firs. With 
all-time high circulation of 51,000,000 


sells best for you when its fits your particular pattern of sales opportunities. 


a manufacturer advertising in national media discovered that communities “4 
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42 
Coles Names Goetz 


E. W. Goetz, formerly premium 
department manager of Dancer- 
Fitzgerald-Sample, Chicago, has 
been named head of the liquidating 
and dealer premium division of 
Ross Coles & Co., Chicago. 


Promotes Gunderson 
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AGRICULTURAL TEACHERS 
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Use 
Getter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. > 


CCA Circulation — 17,000 
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‘Preserve Council 


Edward V. Gunderson has been | 
appointed executive vice-president | to Enlarge Its 
of the Industrial Training Insti- 
tute, Chicago. He has been with 
the organization for the past 27 | 


‘47 Ad Campaign 


Cuicaco — With the theme 
“Brighten Up the Breakfast Toast,” 
‘the Preserve Industry Council here 
is launching an even stronger con- 
sumer campaign than its initial 
advertising effort last year. 

Hopeful that sugar allocations 
will assure greater supplies of fruit 
spreads, the council is planning a 
four-color, half-page unit in The 
Saturday Evening Post April 26, to 
be followed by copy in Better 
Homes & Gardens and McCall’s. 
The campaign is scheduled to carry 
through the July issues of these 
magazines, with accompanying 
copy in business papers to direct 
attention to the consumer drive. 

In addition, the council will dis- 
tribute posters direct to retail or- 
ganizations. Wholesalers will re- 
ceive two-color merchandising 
folders suggesting a number of 
merchandising tie-ins as well as 


outlining the national ad cam- 
paign. The council will back up 
the promotion schedule with con- 
sumer education material, featur- 
ing recipes and suggested menus. 

Leo Burnett Company is the 
agency. 


Two Appoint Halpern 

Herman Halpern, Advertising, 
Winston-Salem, N. C., has been 
appointed to handle the advertis- 
ing of Silbert & Wainer, wholesale 
jeweler, and Webber Glass Washer 
Company, both in Winston-Salem. 
Trade publications and direct mail 
will be used. 


Issues ‘Data Book’ 


Popular Science Monthly, New 
York, is distributing to advertising 
agencies a new “Data Book,” con- 
taining data on Popular Science in 
its special field and in comparison 
with other general magazines. 


Resigns Account 
Pacific National Advertising 
Agency, Seattle, has resigned the 


account of Washington Truckstell 
Sales. 


CANS ARE BACK—American Can Co., 
New York, is now distributing its Keg- 
lined cans to brewers, and Gulf Brewing 
Co., Houston, was one of the first to 
announce the return of its Grand Prize 
beer in the prewar container. This large- 
space copy appeared in the Ft. Worth 
Star-Telegram. 
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Pipe the Chart 
to Buy a Pipe, 
Says Kirsten 


SEaTTLE—Ever since the time of 
Sir Walter Raleigh, men have been 
selecting their pipes at random. 
Kirsten Pipe Company announced 
in the March 15 Saturday Eve- 
ning Post, however, that such 
methods are passe, and that pipes 
should be selected to “match your 
type.” 

So that unknowing pipe smokers 
may know which types they rep- 
resent, Kirsten has  obligingly 
made up a chart which tells ex- 
actly which Kirsten the smoker 
should buy. The chart takes into 
consideration the height, weight, 
temperament, facial characteristics 
and how rapidly the pipe smoker 
puffs his pipe. Kirsten also sug- 
gests to wives that buying pipes 
for their husbands is simplified by 
using the chart. 

To strengthen its national con- 
sumer copy, Kirsten is making 
available to interested dealers, tre- 
mendous oversized pipes for win- 
dow displays. The display pipes, 
if they could be smoked, probably 
would hold a keg of tobacco. 

The Kirsten account is handled 
by Pacific National Advertising 
Agency, Seattle. 


Goss Forms Agency; 
Gets Pudding Account 


Goss Bros. Sales & Advertising 
Agency has been formed in the 
Goss Bros. building, 3800 N.E. 
Sandy, Portland, Ore., by John D. 
Goss. Robert Vaughn, recently re- 
leased from the Army, has been 
named production manager. Kath- 
erine Peterson and Rosemary 
Lyons are copywriters and clerks. 
Milton A. Holmes is the agency’s 
representative in San Francisco, 
with offices at 50 Glenbrook St. 

Besides several local accounts, 
the agency has been named to 
handle a national campaign of 
Desserts of Hollywood, a pudding 
product packaged with sugar. Copy 
will be used in 1,000 newspapers 
within the next two months. 


Graham Joins Gray 


Jarlath J. Graham, formerly in 
the Army, has joined Russell T. 
Gray, Inc., Chicago industrial 
agency, to handle external house 
organs published for clients. 


Yardley Changes Name 


Yardley & Co. (Canada) Ltd., 
Toronto, manufacturer of per- 
fumes and toiletries, has changed 
its name to Yardley of London 
(Canada) Ltd. 


Parish Joins Owen 


Howard Parish, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined the copy department of 
Edward Owen & Co., Hartford, 


Conn., agency. 
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April 7-9. Association of Na- 
tional Advertisers, semi - annual 
meeting, Drake Hotel, Chicago. 

April 7-9. National Newspaper 
Promotion Association, annual 
convention, Edgewater Beach 
Hotel, Chicago. 

April 7-9. American Public Re- 
lations Association, annual con- 
vention, Waldorf-Astoria Hotel, 
New York. 

April 22-24. American News- 
paper Publishers Association, an- 
nual convention, Waldorf-Astoria 
Hotel, New York. 

May 15-17. International Affili- 
ation of Sales & Advertising Clubs, 
annual convention, King Edward 
Hotel, Windsor, Ont. 

May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 2-4. National Federation 
of Sales Executives, annual con- 
vention, Biltmore Hotel, Los An- 
geles. 

June 11-13. Spring conference, 
American Marketing Association, 
Commodore Hotel, New York. 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 

July 7-10. Newspaper Advertis- 
ing Executives Association, mid- 
year conference, Mark Hopkins 
Hotel, San Francisco. 

Sept. 15-17. Southern Newspa- 
per Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meeting, 
Hotel Chalfonte, Haddon-Hall, At- 
lantie City. 

Oct. 6-9. Financial Advertisers 
Association, annual convention, 
New York. 

Oct. 19-22. Mail Advertising 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
land. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Carter, Cleveland. 


Nack Promoted 


Arthur E. Nack, sales promotion 
manager for Universal Match Cor- 
poration, St. Louis, since March 1, 
1945, has been appointed assistant 
district manager of the Phila- 
delphia territory with headquart- 
ers at 1027 Lafayette building, 
Philadelphia 6. 


Plans December Meeting 


The National Automatic Mer- 
chandising Association will hold 
its 1947 -convention and exhibit 
ree Palmer House, Chicago, Dec. 


WISCONSIN'S DAIRY 
MARKET 


The Sheboygan Press with its cir- 
culation of 23,197 ABC circulates 
in the heart of Wisconsin, one of 
the best dairy sections of a great 
dairy state. Sheboygan county is 
listed as the greatest dairy center 
in the United States. When you 
buy space in The Sheboygan Press 
you are reaching a great market. 


MIAN 


THE EBOYGAN PRES 
_ SHEBOYGAN, W 


: WGN and WGNA, Chicago, has] 
Park & Tilford Breaks predicted. He said that the Chi- 


Three-Month Campcign cago Tribune-owned television 
Park & Tilford, New York, will station, WGNA, will offer a wide 
use 200-line insertions once a week | Variety of video programs next 
in The American Weekly and 75| fall. 
dailies in a new three-month cam- seanietiatitiaiattie: sinil 
paign to promote its perfumes and| Bestform Book Issued 
cosmetics. The complete line will 
be covered in each advertisement,| AS part of a program to back 
with major emphasis devoted to|UP its brand name, Bestform 
perfume, face powder and lipstick. | Foundations, Inc., New York, has 
Charles M. Storm Company, New | issued _an_ elaborate large-size 
York, is the agency. promotional booklet stressing the 
Bhs 20 Ee importance of its brand — and 
. . showing the various media in 
Sees Early Video Gain | which it is publicized. The book 
Sixty thousand new television | is being issued to retailers. 
a <¥ gory hg Chi- oo 
cagoans by the end of the year, . : 
and coaxial cables for network Appoints Bensignor 
video programs between New M. E. Bensignor, New York, has 
York and Chicago will be ready|been appointed eastern United 


by early 1948, Carl J. Meyers,|States representative of Revista) MAMMA RE BRR S EE Eee 


engineering director of Stations | Industrial, Mexico City. 


NEW YORK. 


RETAILING 1$ nol in total coverage! 


An all-time circulation high—the largest circulation of any home 
furnishings business paper—that’s what RETAILING’s latest ABC 
figures show! Twice weekly, RETAILING blankets a national audi- 
ence of 22,708 subscribers, offering comprehensive coverage of 
the retailers who do over 75% of the country’s home furnishings 
volume. Want your selling story to etch an indelible impression 
on this lucrative, multi-billion dollar market? Then tell that story 


in the market’s Number One bysiness publication — RETAILING. 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 


e Furniture and Bedding 
e Curtains and Draperies 
e Decorative Accessories 
e Floor Coverings 

e China and Glassware 
e Lamps and Lighting 

© Housewares 

© Major Appliances 

© Radio and Television 


RETAILING Home Furnishings, 8 E. 13th St., New York 3 
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Tyle-Bord Plans Drive 


Tyle- Bord Company, Seattle, 
will launch its first major sales 
drive in April for its plastic-coated 
Masonite, distributed in 11 western 
states through lumber and hard- 
ware dealers. Four-color ads in 
Sunday magazine sections of nine 
western newspapers, plus copy in 
Sunset Magazine and farm pub- 
lications have been scheduled 
through Botsford, Constantine & 
Gardner, Seattle. 


Columbia to Put 
Pulitzer Awards 
in Radio Series 


New Yorx—tThe trustees of New 
York City’s Columbia University 
have announced that they have 
teamed up with Famous Artists 
Corporation, a Beverly Hills, Cal., 
package outfit, to produce a series 
of radio shows titled “The Pulitzer 
Prize Program.” 

Although Famous Artists will 
line up a sponsor and do all the 
scripting and casting, the univer- 
sity retains the right of veto on all 
phases of the operation. 

According to Dean Carl W. Ack- 
erman of Columbia’s Graduate 
School of Journalism, the weekly 
30-minute programs will be broad- 
cast over a coast-to-coast web and 
will feature newspaper achieve- 
ments, novels, plays, biographies 
and music which have won Pu- 
litzer awards. The project is still 
in the formative stage and Co- 
lumbia officials have not decided 


on a network or even a tentative 
starting date. 

Dean Ackerman pointed out that 
in launching the series this year 
the university is commemorating 
the 100th anniversary of Joseph 
Pulitzer’s birth and the 30th an- 
niversary of the Pulitzer prizes. 


MASA Plans Meeting 


The 26th annual convention of 
the Mail Advertising Service As- 
sociation, International, will be 
held in Cleveland Oct. 19-22 at 
the Hotel Cleveland. 


Elects Patton, Ross 


Leland O. Patton, art director, 
and Harold L. Ross, publicity di- 
rector, have been elected vice- 
presidents in Bozell & Jacobs’ In- 
dianapolis office. 


Osborn Appoints Gammel 


James G. Gammel, who has 
been with Osborn Mfg. Company, 
Cleveland, has been appointed 
sales promotion and advertising 
manager of the brush division, 
succeeding G. O. Rowland, who 
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B&A's FIFTEENTH—Gracie Allen and George Burns celebrate their 15th anni- 
versary of broadcasting over an anniversary cake hungrily eyed by J. K. Evans 
(left), general manager of the Maxwell House division of General Foods, and 
Bill Baker, vice-president of Benton & Bowles, agency handling the show. 


resigned to join Northern Indiana 
Supply Company. 


NCE THEY BOUGHT PRETTY PICTURES— 


People used to buy pretty pictures and call it indoor display. 
They don’t do it now. They plan INDOOR DISPLAY from 
the standpoint of its service to the dealer. 


“NOW * 


NDOOR DISPLAY HAS BECOME A HIGHLY 
SPECIALIZED SALES TOOL. Now it is a highly 
important sales aid to the dealer and to you. For a good INDOOR 

DISPLAY turns interest into action. And zt connects both dealer and customer 


with national and local advertising programs. 


OOD INDOOR DISPLAY MA- 


TERIAL 


is always usable. Dealers 


want it. It helps them with selling sug- 


gestions. It brings their store into the pic- 


ture. It turns interest into action right 
where your product can be bought. It is planned 


in advance on the basis of store merchan- 


dising value. 


Fully aware of these facts, McCandlish offers 


you the benefit of long experience in this 


field. McCandlish is always ready to coop- 


erate. We create and produce displays that 


fit the need accurately, supplying the finest 


drawings or the most outstanding pho- 


tography. Or, McCandlish works with 


the advertiser or his agency for the perfect 


reproduction of display material already 


developed. 


Two things you can count on when McCandlish handles the job: 


1. Faithful reproduction of the art. 


2. Unusual attention to 


constructional details, for easy setting up and sturdy service. 


Write for further information 


McC ANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE @& STOKLEY STREET - PHILADELPHIA 


Furniture Store 
Group, Renamed, 
Opens Campaign 


Cuicaco—Style Crest Furniture 
Stores, which organized early this 
year under the name of Stylecraft 
Stores, Inc., launched newspaper 
copy this month for nine retail 
furniture stores in the Chicago 
area. The budget, with copy to 
be placed almost entirely in the 
Chicago Daily News and Tribune, 
is estimated at about $40,000 for 
the next six months. 

The change in name of the store 
group was brought about by the 
discovery that the name Stylecraft 
was already registered by another 
concern. The stores, which do an 
aggregate annual business of about 
$10,000,000, formed the group to 
strengthen their buying power 
(AA, Jan. 27), and will identify 
themselves with specially designed 
insignia for point-of-sale use. 

W. B. Doner & Co., Detroit and 
Rochester, N. Y. agency, recently 
opened offices here to handle the 
account. 


Livestock Market Plans 
Radio and PR Campaign 


The newly organized South St. 
Paul Livestock Market Institute, 
representing some 68 firms in the 
market, has launched a radio ad- 
vertising campaign emphasizing its 
position as one of the world’s 
largest livestock terminal markets. 
WTCN, Minneapolis, KGLO, 
Mason City, Ia., KWLM, Willmar, 
and KHML, Marshall, Minn., will 
carry the five-day, quarter-hour 
noontime show devoted to farm 
news and hints. 

The institute will serve as a re- 
search and information bureau for 
agricultural information, market 
statistics, livestock news and de- 
velopments, and research into live- 
stock feeding and stock improve- 
ments. 


Lanier Drops Ediphone 
in Favor of Audograph 


Lanier Company, Atlanta, for- 
merly the Ediphone Company, for 
15 years the South’s largest Edi- 
phone distributor, has ended its 
representation of Ediphone and 
will become exclusive distributor 
of the Gray Audograph throughout 
the South. 

The Lanier firm, now known as 
the Audograph Company, is the 
second large distributor to drop 
Ediphone in favor of the Audo- 
graph, made by Gray Mfg. Com- 
pany, Hartford. The Atwell Com- 
pany, Boston, was the first to make 
the change (AA, Jan. 20). 


WMEBD Honors 20th Year 


Station WMBD, Peoria, Il, on 
March 22 sponsored a two-hour 
broadcast, with Bob Hawk 4s 
emcee, as the climax of its month- 
long 20th anniversary celebration. 
Mr. Hawk, currently starring on 
the “Bob Hawk Show” for Camel 


cigarets, conducted a quiz show. 
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Second Half of 
Druggist Report 
Checks Promotion 


Cuicaco — Thursday is the best 
irug advertising day and Friday is 
second choice, according to about 
50% of the 2,237 druggists through- 
out the country canvassed in a 
study sponsored jointly by The 
Saturday Evening Post and the 
National Association of Retail 
Druggists. The survey constitutes 
the second half of an independent 
iruggist report (first half, AA, 
Aug. 6, 1945). 

More than 71% of the druggists 
questioned said that they used 
newspapers of general circulation, 
although in larger cities neighbor- 
hood newspapers were used by 
23% of these stores. Printed circu- 
lars followed newspapers closely 
in preference as well as use of 
post cards for announcements of 
special events. Radio is used by 
13.7% 
s noticeably higher among high 
volume operators, and also among 
stores in small cities where there 
is a large drawing of rural patron- 
age. Only 4.5% of the stores use 
yutdoor advertising. 

Only 55.2% of the window dis- 
play material and 49.9% of the 
counter display material supplied 
by manufacturers is put to use. 
The study also shows that high 
volume stores are less inclined to 
ise material supplied by manu- 
facturers than smaller stores. 


Company, 


Many Wholesale Affiliations 

Nearly 75% of the stores queried 
in the study said that they make 
some sales to farmers. Although 
the number of stores making such 
sales is largely in low population 
‘lassifications, nearly 60% of stores 
in cities of 100,000 to 500,000 at- 
tribute an undisclosed part of their 
volume to rural residents. 

Among non-affiliated stores, 
quicker delivery was the principal 
reason for their choice of whole- 
salers, and this reason was also 
among the leaders in the purchase 
policies of mutual affiliated stores 
vhich listed also their interest in 
given wholesalers because of in- 
vestments in those concerns. 
Lower prices, also stemming from 
the investment in wholesalers, was 
also listed in choice of wholesalers 
by affiliated stores. 

The survey also indicates that 
price alone is not a deciding fac- 
tor in drug sales, but that sales 
volume also depends on store ap- 
pearance, convenience of location, 

nployes’ ability and other store 
features, especially in  prescrip- 
tions, toilet goods and baby goods 
departments. 


Bernstein Joins Lieber 


Judy Chayes Bernstein, formerly 
assistant to the director of public 
relations of the Jewish Welfare 
Fund, Chicago, has joined the 
publicity department of Lieber 
Advertising Company, Chicago. 


Joins West-Holliday 
_Worth Bowles has joined the 
attle office of West-Holliday 
publishers’ representa- 
eS. 
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Appoints Durham 


Maynard L. Durham, represen- 
tative in New York and western 
Pennsylvania for Textile Indus- 
tries, published by W. R. C. Smith 
Publishing Company, Atlanta, has 
been appointed manager of the 
publication, effective April 1. He 
succeeds John C. Cook, who has 
resigned as_ vice-president and 
manager to establish representa- 
tion for U. S. textile machinery 
and supplies in Brazil. 


Hamilton Watch to Otto 


Hamilton Watch Company, Lan- 
caster, Pa., has appointed Robert 
Otto & Associates, New York, to 
handle export advertising. Cam- 
paigns will be scheduled in Latin 
America and India. 


Will Grant Agency Moves 


Will Grant Advertising Agency 
has moved its offices to the Ninth 
& Hill building, 315 W. Ninth St.. 
Los Angeles 15. 


Bape 


Editor McMillen 


Sees New Riches 
in Chemurgy 


New YorK — “There are new 
things taking place in American 
agriculture that have a great deal 
to do with the prosperity and sta- 
bility of our economy. Out of the 
soil are coming new products to 
advertise, distribute and_ sell,” 
Wheeler McMillen, editor of the 
Farm Journal, last week told the 
Advertising Club of New York. 

In addition to his work as a 
journalist, Mr. McMillen is presi- 
dent and one of the founders of 
the National Chemurgic Council. 
His address to the ad club em- 
phasized the contributions of che- 
murgy in turning agricultural 
waste products and neglected 
plants into useful production. 

“Chemurgy is that branch of 


e Ai i Saale bis tig 8 


organic chemistry,” said Mr. Me- 
Millen, ‘“‘which teaches us to take 
a bag of beans and come up with 
an automobile door instead of 
merely a bowl of soup.” 


Out of the 15,000 different plants | 
only | 


found in North America, 
about 150 are grown commercially, 
he said. Chemurgy reexamines 
the plants considered useless and 
finds new values in them. 

“There is no excuse for poverty 
in a world so abundantly supplied 
with different plants,” he declared. 
“We have untold riches in Amer- 
ica; we can be the school-house of 
plenty.” 


aig Tay 
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Four to Lee-Stockman 


Lee-Stockman, Inc., New York, 
has been appointed to handle the 
advertising of William Peter 
Brewing Corporation, Union City, 
N. J.; Wilmaco Gardens, Rock- 
ville, Conn.; New Amsterdam Im- 
port Company, New York, peat 


moss, and Dairy Remedies Com- 
pany, Montclair, N. J., veterinary 
specialties. 


Canned Beer Is Back 

Blatz Brewing Company, Mil- 
waukee, has announced that 
canned beer will be available soon 
in most major markets after a 
wartime lapse of nearly five years. 


YeUbRAR TY 


...we have what it takes... type faces 
second to none...expert craftsmen.. 
typography efficiently produced fo 
the letterpress and offset processes 

|| Advertisements + Brochures « Catalogs « Publications 

| CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 
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1207 West Burnside - Portland 9, Oregon 


BRoadway 6464 
February 3, 1947 
Mr. Arthur Crawfort 
Portland Traction Co. 
Tra git Adver tising Divi sion 
. TIS We ¥ Bank Build ng 
Ortland 14, Oregon 
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Pacific Coast Transit Advertising Representatives: PACIFIC NORTHWEST TRANSIT ADVERTISING, PORTLAND e FIELDER, 
SAN FRANCISCO @ MAYNARD BOYCE, 
DIEGO @ EASTERN REPRESENTATIVES—NATIONAL TRANSITADS, 


SAN 


BUY THE WHOLE PACIFIC COAST 
THROUGH YOUR NEAREST TRANSIT 
ADVERTISING REPRESENTATIVE 
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Number 5 in a series of advertisements showing the coverage of 
CHAIN STORE AGE among the men who own, operate and control 
the purchase and sale of your products in the 201% billion dollar 
chain store market. 


07 million dollars 
uvs a lot of groceries 


wo 
Enough to keep more than 650,000 families supplied for 
a whole year. { 


307 millions represents the 1946 sales of one grocery chain 
—the American Stores. 


From Philadelphia headquarters the American Stores 
conduct 2,012 retail units in the Philadelphia area. and in 
other high-traflic locations in Pennsylvania. New York 
State. New Jersey. Maryland, Delaware, Virginia. West 
Virginia and Washington, D. C. 


Of the 2,012 stores, 665 are operated under the name of 
the Acme Super-Markets. The company plans substantial 
additions to the number of Acme units. 

* * * 
The American Stores are members of the Chain Store Age 
“100% Club”. 
the magazine each month, plus 257 executives at head- 


. every store manager in the chain receives 


quarters and in district offices who purchase and_ sell 
your products. 


Buyers, operating executives and store managers in all 
leading grocery chains, as well as the important sectional 
chains throughout the country, are paid subscribers to 
Chain Store Age Grocery Editions, and renew year after 
vear. as evidenced by the renewal percentage of 86.93 . 


With a total circulation of 31.000 A.B.C., Chain Store Age 

the only national, paid-circulation medium in the entire 
retail grocery field—provides thorough and effective cov- 
erage of the chain grocery market, comprising more than 
30.000 stores doing an annual business in excess of six 
billion dollars. 


4 comprehensive study of the chain grocery field, 
in practical and usable map form, is now in 
preparation. This new map, giving a quick pic- 
ture of the market, is available to manufacturers 
and advertising agency executives on request. 


CHAIN STORE AGE 


Grocery Editions 


185 MADISON AVENUE, NEW 


YORK 16 


612 No. Michigan Ave.. Chicago || 


520 W. 7th Street. Los Angeles 114 


2 of 7 


Covering Major Chain Store Fields 


— 


Spec ialized Editions 


Schwerin Reduces 
Research Charges 
to Advertisers 


Cuicaco—Horace Schwerin, of 
Schwerin Research Corporation, 
|which tests audience reaction to 
radio programs and _ spot an- 
nouncements, currently by ar- 
rangement with NBC, announced 
here Tuesday the offer of special 


low introductory rates to adver-| 


tisers. 

The rates, effective last Tuesday, 
are $750 for each audition test of 
a 30-minute program, and $500 
for each half-hour test in con- 
tinuing studies. The rates are cut 
25% on 15-minute studies. No 
charges have been announced yet 
on tests of spots only. The rates 
are effective until June 1. 

The Schwerin company’s re- 
cently extended contract with NBC 
runs to June 30 (AA, Feb. 17). 


It provides that the intensive test- | 


ing method will be offered only 
to agencies and advertisers whose 
| programs are carried on the net- 
work or who contemplate using 


|NBC. An exception is the testing | 


| 
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FEBRUARY SALES OF CHAIN STORES 
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1947 1946 or Loss 

Food Chains 
Jewel e.8 8,978,005 $ 5,505,337 +63.!1 $ 17,615,822 $ 11,044,961 
Kroger Gro. & Bak. Co. 54,809,596 38,718,925 -+41.6 106,733,400 76,993,857 
National Tea 15,345,554 10,532,641 +45.7 28,734,268 20,314,439 
Safeway 80,050,804 60,357,392 -+32.6 155,836,029 119,635,578 
Group Total $159,183,959 $115.114,295 +38.3 $ 308,919,519 $ 227,988,835 

Mail Order 
7*Sears, Roebuck $114,595,199 $ 95,061,144 +20.5 PATer ere 
Spiegel ..... 8 843,498 6,072,902 -+-45.6 15,393,249 10,485, 683 
t*Montgomery Ward 71,205,237 55,230,760 -+28.9 ee A a eee 
Group Total $ 8,843,498 $ 6072,902 +45.6 $ 15,393,249 $ 10,485,683 

Drug Chains 
Grown .c.55 $ 1,071,707 $ 1,098,992 -—25 $ 6,414,902 $ 5,961,338 
Peoples 3,502,406 3,194,796 +9.6 7,088,557 6,458,460 
Group Total $ 4,574,113 $ 4,293,788 +65 $ 13,503,459 12,419,798 

Variety and Miscellaneous 

Bond Stores ........ ...$ 4,830,543 $ 4,086,885 +18.2 $ 10,490,273 $ 8,162,925 
Butler Bros. ; 9,550,308 10,601,845 +9.9 19,562,253 19,042,159 
Consolidated Retail Stores 2,191,966 2,411,681 —9.1 4 346 302 4,567,320 
aDiana Stores Corp.. 729 948 818.650 +10.8 7,492,950 7,634, 184 
Edison Bros. 3,845,304 3,770,494 +1.9 8,155,663 7,497,080 
Fishman, M. H 437,254 437,154 = 852,805 808 64) 
Grant, W. T 11,439,409 11,971,139 +4.4 22 684 036 23 467 333 
+*Green, H. L 5,168,854 5,443,811 —5.! is eta a 
*#*Interstate Dept. Stores 3,117,535 rt 1. 3. ee oC ees ree 
| Kresge, S. S 16,394,150 15,664,856 -+4.6 32,106,975 30,039,083 
Kress, S. H 10,635,328 9,840,143 +8.) 21,337,135 19,758,662 
Lane Bryant, In 3,135,716 2,855,987 +9.8 7,094,068 6,386,911 
+*Lerner 5,505 434 ae <—“ee #  sesens  _, kanes 
McCrory .. 5,618,155 5,290.32! +6.2 11,137,077 10,213,837 
+*McLellan Stores 3,040,124 2,974,040 +2.2 wiser .§ i». diedhes 
bMelville Shoe Corr 3,546 66! 3,556,889 —0.3 6,552,537 6,541 847 
| Murphy, G ; 6,769,296 6,659,016 +1.6 13,770,386 12,978,313 
Neisner Bros. 2,836,352 2,732,224 +3.8 5 423,992 5,113,686 
Newberry, J. J 7,701,711 7,002,642 -+!0.0 14,918,039 13,412,850 
Penney, J. C... 4| 443 083 37,047,111 +11.9 85,720,930 73,948,201 
Rose's 5-10-25 929 236 877,244 +5.9 1,815,723 | 717,340 
Sterchi Bros. Stores 937,215 832,633 +12.5 1,792,213 1,558,622 
| Western Auto . 6,790,000 6,632,000 +2.4 14,383,000 13,891,000 
Woolworth, F. W 37,053,788 34,375,588 +7.8 74,101,961 66,978 847 
Group Total $176,805,423 $167,464.502 +5.6 $ 363,738,318 $ 333,718,841 
. $349. 406 993 $292,945. 487 +19.3 $ 701554545 $ 584,613,157 


|'of spots, now getting under way. | 


300 people in each test group (1) 
fill out a lengthy questionnaire 
about their listening habits, age, 
'sex and other personal informa- 
tion; (2) write down their reac- 
'tions while listening to program 
recordings and (3) take part in 
discussions of the programs. 

Mr. Schwerin said the special 
rates will determine whether 
enough clients will use the service 
to permit continuation of the 
'lower rates. 


WLIB Promotes Simon 
Arthur Simon, sales nianager of 
Station WLIB, New York, has been 
appointed general manager. He 
will continue in his sales capacity. 


The testing method provides that | 


+One month period. 
aSeven month period 
bFour weeks to February 22. 
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To La Roche & Ellis 


Company, Cambridge, Mass., 


| cisco division, has been named 
; |manager of the Baltimore sales 
The New England Confectionery | division of Lever Brothers Com- 


William 


man- | 


pany, 


succeeding 


ufacturer of Necco wafers, Skybar,| palmer, who has resigned. 


Bolster and other 


to LaRoche & Ellis, New 


and west to Ohio. 


Lever Ups MacIntyre 


James R. MacIntyre, divisional | 
field supervisor of the San Fran- 


confectionery 
products, has switched its account 
from Badger & Browning, Boston, 
York. 


‘Form Partnership 


te lee David Olen & Associates, 
Products are currently distributed | Angeles agency, Rocigpt Semen its 


in New England, south to sama 


Los 


name to Olen-Friedel, Advertis- 
ing, with David Olen and Leonard 
|L. Friedel as partners. Mr. Friede! 
|has been copy chief and accouni 
|executive for the past year and 
will continue in the same capaci- 
ties. 
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USING THE PAGES OF 


THE TOBACCO LEAF 


Oldest and most widely read in the Tobacco Industry 


INTERNATIONAL CONFECTIONER 


The candy industry's only complete magazine 


MODERN SUNDRIES 


Exclusively yours for specialty merchandise 


SELECTED AMMUNITION PAYS DIVIDENDS 


When aiming for the mass buying influences in the tobacco, 


confectionery or sundries markets, use the most potent ammuni- 


tion . . 


their respective fields . . 


. publications that have an established acceptance in 


. display space that promotes action 


with favorable reaction. For sure results at low cost, present 


your merchandise or service to the readers of 


THE TOBACCO LEAF, established 1865 
INTERNATIONAL CONFECTIONER, established 1891 


selling group. 


MODERN SUNDRIES, the newest member of an effective 
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_of this practice gets caught as red-| plan to build again the business | nell Corporation, Chicago, which 
handed as did three New York of-| which during war years totaled presented its Gold Medal award 


Pe: |ficials of a major radio network | approximately $82,500,000. to 20 business letters submitted 

_ swieish wenlin-aae by various firms throughout the 

SS ea. : . country. Recognition in the hon- 
a The story making the rounds is | Citrus Cuts $400,000 orable mention class went to 45 


All proposed legislation seeking | established in Scranton, Pa., and that the trio took the manager of} The Florida Citrus Commission | entries. 


establishment of ‘floors’ or “ceil- 


_is reported planning to invade an affiliated station, in the city on | will slash $400,000 from its cur- 


ngs” for prices has been rejected | South Carolina. a visit, to lunch. Few days later rent advertising expenditure be-| Blackmon to Brazell 


it the 1947 session of the Washing- | 
ton legislature. Among proposed 
bills which were turned down was 


me which would have established | selling coffee brand, it is not the! With them. Each of the three had | 


, state trade commission. Another 
yf the rejects would have required | 


-fh “Made in Washington” label, 
? fwhile another would have author- | 
6 Bred the state director of agricul- | 
ture to set minimum prices, at) 
wholesale and retail, on milk and | 
‘ream. 

* * * 
+80 Despite doleful tidings in many 
juarters in the aviation industry, 
‘OBuuscombe Airplane Corporation, 
)) Pallas, maker of Silvaire airplanes, 
-eports happily that it chalked up 
117,782 in profits for 1946. H. P. 
Clotz, president, declared that total 
ales of planes and parts came to| 
$5,900,574 for the year. 

* + * 
About 15,000,000 fixed - income | 
ustomers and about 10,000,000) 
vhite collar workers have been 
‘priced out of the market” for 
utomobiles, refrigerators and 
adios, and consumer saving is less 
han 10% of income now, lowest 
ince 1937 recession days. So re- 
rts the Council of Economic Ad- 
isers through the Pittsburgh Post- 
jazette’s ‘““Merchants Letter.” 

* co co 


State Rep. Charles Gibbons, 


+-20.0 


Los Stoneham, Mass., is asking that a| 
its Fecess commission be appointed to_ 
‘tis- Btudy the appeals used in liquor 
1arC Bdvertising in all media in the| 
ws tate. His petition asks that the | 
and ommission be composed of three | 
aci-gmembers of the House of Repre- | 


entatives, one member of the 
enate and three persons to be) 
aimed by the governor. The full | 
urposes of the proposed commis- 
ion probably will be set forth} 
t a hearing March 24. 


* * * 


Resumption of cooperative ad- | 
ertising by the salmon industry | 
s being vigorously urged by L. A. 


rn, Seattle salmon broker. The) 
resent market is apparently good, | 
nd Mr. Petersen feels that coop- | 
rative advertising will keep it) 
at way. He also warned the Na- 
onal Canners Association (North- | 
est branch) that there will be 
arp competition from foreign 
ackers. Before the war, J. Walter 
hompson Company, Seattle, han- | 
led the account with a budget of | 
ve cents per can. 
* * a 
The Adcraft Club of Detroit, | 
yhich uses the type and volume 
job placement applications for 
1 accurate barometer of business, | 
els that confidence in business 
nditions is much stronger than it 
as four to six months ago. Appli- | 
ons have increased. Layout! 
n and artists were in greatest | 
‘mand a few months ago; now | 
quests are for contact personnel 
( copywriters. Harold Hastings, 
cretary-manager of the club, | 
ys that use of the application file 
i forecast has missed fire only 
» since 1937. That was when 
eral Motors went through its | 
day strike in 1946. Not too) 
Yrisingly, requests for new 
Ss through the club’s placement 
‘au fell off sharply then. 


. Ss 


oD 


‘ith the opening of a Balti-| 
e subsidiary, John Donnelly & 

Boston, is introducing a/| 
petitive trend in the outdoor | 
‘lum. Heretofore, in major | 
kets, one company usually has | 

dominant. Donnelly will} 
ete in Baltimore with the)! 
‘y Morton Company, long! 
lished there; is becoming | 


that goods made in the state carry popularity in their areas of re- 


s & the executive vice-president of the | Cause of the recent freeze, which 


Ey : 2 : ' reduced the fruit supply to 68%| Brazell Advertising Agency, 

Although General Foods’ Max- etwork called his three aides to | . : Lge / ; 
hnapae he of normal. The cut is considered; Dallas, has appointed John H. 
well House is the nation’s largest | his office and had a few words| necessary in order to break even,|Blackmon Jr., formerly with 


‘since the two-cent per box levy |Southwestern Engraving Com- 
best seller in any single major | Charged the lunch bill for the four|jis the commission’s principal) pany, Dallas, as production man- 
market. This is due chiefly to the © his own swindle sheet! source of advertising revenue. ager. 


gional coffee brands. Indications are that there wil! Dartnell Winners Named Hitchcock Moves Office 
* * # 'be an increase in stationery pro-| Winners in the 11th annual | Harold Hitchcock Advertising 
Where business men on expense | motion. Much of it will come from | Dartnell Gold Medal competition | has moved to new offices in the 
accounts gather, the subject of| retail druggists as well as from | for oe letter yap ig a a on fo — 410 S. Michi- 
how many lunches and highballs|the Paper Stationery and Tablet | ave been announced by the Dart-! gan Ave., — 
in a year are “paid for’ two or| Manufacturers Association, which | 
three times on swindle sheets is, | is endeavoring to encourage writ- 
of course, a perennial topic of|ing paper sales. During the war 
amused speculation. It is not|the druggists reportedly had a 
often, however, that a perpetrator | field day with stationery sales and 


GIBBONS KNOWS CANADA 
ADVERTISING J.J. GIBBONS LTD.) mercuanoisine 


200 BAY STREET. - TORONTO 


TORONTO, MONTREAL, WINNIPEG, REGINA, 


CALGARY, EDMONTON VANCOUVER 


WGN has more facts about Chicago radio programs than any 
other station. The combined information of the Neilsen Radio Index, 
Supplementary and Regular Hooper reports and the Broadcast Meas- 
urement Bureau enable WGN to offer a superior and continuing serv- 


ice to present and potential advertisers. 


Results, measured in terms of accepted research, are convincing many 


advertisers that the correct answer to middlewestern radio is WGN. 


yi Chicago 11 
we J} A Clear Channel Station... ( , Illinois 
= Y ° ° 50,000 Watts 

Serving the Middle West a ™ 


On Your Dial 


4 ~ 
— M B S Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
- ~\ West Coast Representatives: Keenan and Eickelberg - Y 
\ 235 Montgomery St., San Francisco4 « 411 W. Fifth St., Los Angeles 13 N 
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Pepsodent Spends 
$600,000 on Hope 
Brunette Contest 


Cuicaco—Pepsodent division of 
Lever Brothers Company, after 
four weeks of radio teasers, an- 
nounced March 18, via Bob Hope, 
the details of its $75,000, six-week 
jingle contest tie in with Para- 
mount’s “My Favorite Brunette,” 
now being released. 

Including the cost of the Bob 
Hope weekly radio show, Pepso- 
dent is spending $600,000 to pub- 


NO TYPE 


ased in this ad! 


Anyone, anywhere can set 


type this new, practical way. 


Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal 


type, no 


messy ink, no impressions 


to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 


able leatherette case. 


Be 


ew 24 -Page 
Catalog 


—— Ne 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS 


, licize the contest, and each week 
for six weeks will give away four 
Chevrolet automobiles, eight 1947 
Cold-wall Frigidaires and ten $100 
bills. 

| Promotion for the contest will 
include boosts over the Hope show 
for nine weeks, in addition to the 
teaser campaign launched by the 
comedian four weeks prior to the 
contest’s opening. Copy will ap- 
pear in 80 newspapers in 64 mar- 
kets, and includes copy in This 
Week Magazine as well as the 
Metropolitan Group, Puck—the 


Comic Weekly, and in comic sec- | 


tions of independent newspapers. 
Most of the newspaper copy is 
scheduled at 630 lines per inser- 
tion. 

In addition, there will be 125,000 
displays in more than 70,000 retail 
establishments, including more 
than 7,000 Chevrolet dealers. Each 
of the stores will distribute entry 
blanks for the contest which makes 
use of the box top gimmick. 

Foote, Cone & Belding is Pep- 
sodent’s agency. 

At the same time Paramount is 
running a 
Brunette” contest in 15 cities 
where the picture will be released. 
The girls who win the Paramount 
contest will win two-week trips 
to Hollywood where they will visit 
Bob Hope and otherwise disport 
themselves. 


Names Cecil & Presbrey 


Alexandra de Markoff, New 
York, has appointed Cecil & Pres- 
brey, New York, to handle its line 
of cosmetics as well as Alexa per- 
fumes and Rex men’s toiletries. 
The company formerly handled 
advertising direct. 


KXLK Joins NBC Net 


Station KXLK, Great Falls, 
Mont., has joined the National 
Broadcasting Company network, 


effective March 9. 


the St.Paul Dispatch 


and Pioneer Press are 


the Only Daily Papers 
Read by 9O% of the 


553,000 people in 
the St.Paul A ‘ B. [. 


city zone.” 


*Less than [0% of the people in the St. Paul 
City Zone read any other daily newspaper 
RIDDER-JOHNS, INC.—Notiono/ Representetives 
NEW YORK CHICAGO DETROIT ST. PAUL 
342 Madison Ave Wrigley Bidg Penobscot Bldg Dispatch Bidg 


“Hunt for a‘ Favorite | 
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GENERAL WOMEN’S STANDARD § EmefoM\yE 

M cae i ne | aera ame | “wat ae oe in Ad § 
AGAZINE 4/00 — 2000 — 30 - : 


1000— 
900 — 


LIWAGE TREND 


MAK $+F-EB MAR 
175 - 60-— 
150 — 50- 
125 — 40- 
100 — 30— 


WEEKLIES 


prcvin GP casey 
MAR FEE. MAR. 48. SAN 
4600— 
14400 — 
1200 — 
4,000— 


1946 
FEE. 


MARCH ADVERTISING LINAGE IN NATIONAL MAGAZINES 


————1947 ~ -——1946—— ———1947——_- —  -———-19 46 
Pages Lines ages Lines Pages Lines Pages r 

GENERAL Woman's Day 54.1 23,195 50.4 2] 
Ace Fiction Grp. 7.0 1,526 8.5 1,886 ab secre Home ass _— - 
American Magazine 65.3 27,420 79.6 33,460 eee atk a or ees 
American Forests 11.0 4,620 43.5 4,830 Tat. 7 > _ re wa we ’ 
American Home 70.6 $4,602 67.6 42,748 otal Group $908.6 T896,365 S587 1,8 
American Legion .. 21.3 9,005 33.0 13,803 STANDARD 
Better Homes & ey et . ee American Mercury. . 5.3 959 5.7 | 
pg TMEGORS oo os 2 ss 139.5 = BLISS 90.0 7,227 Atlantic Monthly 27.3 11,445 ae.” 47 
; aristion steraid $8.8 17,395 38.0 16,127 Harper’s Magazine. . 29.5 6,950 42.5 10 
CORMERMIG ns 6c is oie os 5.7 3,847 6.2 4,215 : ee ae miter 
Cosmopolitan ..... 93.5 40,114 99.0 42,410 Total Group ..... 62.1 19.354 91.0 ry 
Dell Men’s Grp..... 18.9 8,120 26.0 11,154 
*+Dun’s Review ..... 50.7 21,294 39.0 16,731 OUTDOOR 
EIKS «se... seee 9.0 3,881 10.3 1,474 | American Rifleman. 53.9 22,652 33.3 13 
Esquire (Natl.) 88.1 59,220 99.1 66,584 Field & Stream... 88.0 37,772 75.5 39 
BURtOMSION 66s eas 16.5 11,367 16.8 11,583 | Fur-Fish-Game ae 25.5 10,947 22.0 ’ 
Fortune .......... 135.0 85,320 146.9 92,825 | +Hunting & Fishing 30.7 13,165 27.8 11 
Grade Teacher, The 13.5 14,768 34.2 15,101 | Outdoor Life ....... 74.5 31,978 74.0 3] 
Holiday veer? ow ane S.9 26,482 52.8 35,895 | tOutdoors 25.5 10,928 20.6 8 
House Beautiful ... 116.3 73,538 115.6 73,074 Sports Afield 81.7 35,044 64.8 97 
House & Garden 97.8 61,832 73.9 56,712 seinen ae 
*Improvement Era 19.6 8,391 21.5 9,218 Total Group T9_8 162,486 318.0 1 
Pmstructor «<<a. 24.6 16,794 27.3 18,696 
Macfadden Men's JUVENILE 

20D: iveuaweanss ; 17.3 7,164 13.6 10,018 American Girl 14.4 6,201 11.8 
Mechanix Illustrated T6.S8 17,186 H9.4 15,534 dAviation Adventures 
Motor Boating 102.6 60,356 98.9 98,163 | & Model Building 6.6 2,501 3.0 
National Geographi« I8.5 9,163 33.0 7,854 Pere Ee os % ous awk t 15.8 10,728 16.0 
Nation's Business .. $5.5 19,513 9,2 25,418 Calling All Boys. 7 659 2.0 
Nature Magazine 3.9 1,640 3.6 1,532 *Calling All Girls. $7.3 19,885 6.4 1 
| Oe ae a ters 23.0 15,640 13.3 9,010 *Child Life rT 4.0 1,726 6.4 2 
Popular Mechanics 165.1 36,974 148.1 33,180 eFamous Funnies 4.0) 1,548 9.0 } 
Popular Publications 11.4 2,564 14.7 3,286 jTOpen Road for Boys 11.4 1.905 9.8 H 
Popular Science 141.5 31,696 138.5 31,024 Polly Pigtails 9.3 3,525 6.0 2 
SEE fs 0s 09419 5-42 $4.1 18,937 56.5 24,221 | True Comics 1.6 1,738 5.7 2 
Vl | 9.2 3,941 9.5 1,078 ——  -———— - 

Scientific American 6.2 2,660 10.9 1,666 TOthL GFOUP .2164. 119.1 53,416 96.1 12 
a*Sport eee ee 16.3 WibOe Sess. veasteres WEEKLIES—FEBRUARY 
bStreet & Smith All itis ss ago - ; 

Fiction Grp 1.0 744 1.0 744 American Weekly.. 60.4 60,358 60.7 H0 
Sunset bu wine aces S04 33,760 58.0 94,573 Business Week 268.8 112,881 270.6 1] 
Thrilling Fiction Christian Advocate 20.6 8,651 19.9 8 

Group .isss. 19.5 4,364 24.3 5,432 | Collier's 162.5 110,567 180.0 122 
Town & Country. 163.7 109,998 186.8 125,524 | Cue ......... 87.5 37,526 96.1 1 
yore 17.3 20,311 $1.8 17,925 Forbes 26.5 11,362 31.5 
Wachting 5. cssewss 108.9 64,033 105.8 62,210 | Grit 27.5 28,898 00.0 0 

nail a tLiberty HS.3 29,313 98.7 12 

Total Group ». 2,183.4 1,073,624 2,175.7 1,083,927 Life 262.6 178,601 246.3 167 

Look BOLO 54,724 79.3 

WOMEN Newsweek 223.9 94,039 239.8 10 
COOP sieves 193.0 82,797 176.0 72,930 New York Times 
cFamily Cirele 24.3 10,436 on 12,017 Magazine 144.6 122,915 133.1 113 
Glamour ...6<. ea 212.7 91,234 226.0 96,954 New Yorker 228.3 97,929 212.7 4) 
Good Housekeeping 175.0 75,077 148.2 63,564 **+Pathfinder 29.4 12,601 38.2 1h 
Harper's Bazaar . 242.7 53,369 276.4 174,674 *+Parade 19.1 16,197 26.7 ' 
*Holland’s ee 26.5 18,562 21.6 16,366 Saturday Evening 
Household .... ; 31.8 21,650 26.6 18,123 Post ‘ , s04.2 206,835 274.9 1st 
Junior Bazaar 100.8 63,665 198.0 125,136 Saturday Review of 
Ladies’ Home Literature $6.4 19,907 6.0 ' 

Journal 168.6 114,665 138.5 94,145 Scholastic 20.9 8,503 0.9 
Mademoiselle 254.8 109,323 208.0 89,232 *This Week 
McCall's ee V8.6 67,014 96.9 H5,885 Magazine OD 12,881 18.9 
Modern Romances iyo ne ; 100.8 126,083 269.3 1 

(MM) 18.5 0,827 9 15,266 United States News 134.3 56,398 158.8 t 
Modern Screen ~ - 

(MM) v's 51.2 21,946 63.6 27,253 Total Group 2,567.1 1,437,169 2,612.4 1,4 
Motion Picture (F) 58.6 25,129 76.1 32.665 , . 

Movieland 32.1 13,757 15.7 19,294 Not included in totals. 

Movie Life 33.5 14,369 14.6 19,150 Page size changed since last year 

Movie Show ...... 32.6 13,973 38.4 16,456 aPublication started September, 1946 

Movie Stars Parade 34.1 14,635 14.6 19,150 bFour issues 1947; seven issues 1946. 

Movie Story (F). 58.2 24,956 72.2 30,962 cPublished weekly 1946—five issues. 

Movies ne he te 29 5 14.369 13.7 18.745 dFebruary-March issue combined. 

Parents’ (N. Y. eIncluded space in issues sold in combination 

Metro Ed.) 107.6 46.149 100.4 13.078 Heroic and Jingle Jangle, bi-monthly. 

Parents’ (Nat’!) 100.2 12.986 92.4 10.065 tStarting February, 1947, issued every two \w 
Personal Romances 29.4 12,606 49.2 21,141 our iS8UCs 1946. : 
Photoplay (Mae) 65.9 28,257 77.0 23.048 ‘Published weekly 1946; now published every 
Promenade .. 52.9 22,712 58.4 25,034 | Week 

Radio Mirror (Mac) ‘3.2 LS,518 16.0 19,723 7 ‘ 

*Real Romance - 25.0 10,765 23.0 14,302 CANADIAN 

‘Real Story 1. cea de 25.0 10,765 33.0 14,302 Canadian Home 

Screen Guide : 24.8 16,852 31.6 21,492 Journal sees 5 37,718 6.0 
Screenland Unit 62.9 26,997 13.6 18,702 | Canadian Homes & 

Screen Romances 18.6 20.838 17.0 24,420 Gardens $9.8 33,463 38.8 
Secrets .. ; 24.7 12.124 29.7 12,471 Chatelaine 58.3 39,634 53.4 
Seventeen : 74.4 118,598 154.1 104,786 *Liberty ; 31.7 13,586 35.3 
Today's Woman .... 23.2 9,955 93.2 9,960 Maclean’s (2 issues) 78.4 53,318 63.1 
True Confessions Mayfair : 87.9 65.6 

é | 3 66.7 28 626 74.0 31.742 National Home 
True Experiences Monthly $1.5 32.3 

(Mac) 18.2 20.677 51.3 22 O06 New World 29.2 25.9 
True Love & Revue Moderne, La 8.4 24.9 

Romance (Mac) 16.5 19.960 at) 91.142 Revue Populaire, La 27.3 27.4 
True Romances Samedi, Le 30.3 25.3 

(Mac) 1.5 es,1ls 94.8 25,458 
True Story 74.6 51.746 81.0 34.375 Total Group 18 343,844 148.0 
Vomwue (2 issues) 104.9 955.875 337.5 913.310 *February linage 

1 advertising and sales promotion|6 O’Clock Company, Norrist 
Ingeman Appointed manager of Schenley Import Cor-| Pa. The mixes made by 
Milton S. Ingeman, with the poration, advertising manager of | Pennsylvania company are 
liquor industry since 1937, when Bacardi Imports, and sales pro- being promoted, and some 


he joined the sales promotion de- 
partment of Oldetyme Distillers, 
has been appointed sales promo- 


tion manager of the wine and 
spirits division of Park & Tilford, 
New York. Since his Oldetyme 
connection, Mr. Ingeman has 
served successively as assistant 


motion manager of Cresta Blanca 
Wine Company. 


Food Co. to Durstine 


National Selected Products has 
appointed Roy- S. Durstine, Inc., 
as its agency, and has purchased 


marketing is likely. 


Masters Joins ‘Journal 
John Masters, formerly wit 


Burnett 


Company, 


Chicago 


joined the advertising staff « 


Journal, Portland, 


Ore. 


ells C 
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n Ad Stew, Allen | 
Tells Gas Meet 


Cuicaco—Much poor advertis- 
ig is the result of top manage- | 
ent’s “trying to help,’ Charles J.| 
len, president of the Public | 
‘tilities Advertising Association, 


d the March 18 luncheon meet- 


of the 16th annual Midwest) 


zegional Gas Sales Conference 
eré. 
Mr. Allen, also vice-president 


the Connecticut Light and 
>»wer Company, said that, to a 
irge extent, advertising personnel 
re at fault for their “tyes” 
nd for failing to note the differ- 
nce between “service” and “ser- 


ility.” He declared that too fre- 
uently advertising and _ public 
elations programs are not pre- 


nted to top management with 


e force they deserve, with the) 


sult that changes often are made 


policy | 


mn ge 


‘Fort Worth Adclub 
Adopts Truth Code 


The Fort Worth Better Business 
Bureau and the Fort Worth Ad- 
vertising Club have jointly 
adopted a “truth in advertising” 
code aimed at maintaining pres- 


| 


ent high advertising standards as) 


more merchandise becomes avail- 
able and competition increases. 

The agreement bars the use of 
ithe terms “free,” “our gift’ and 
“two for the price of one” in local 
|advertising, and asks that out- 
moded, imperfect and _ second- 
| hand goods be so described. Com- 
pliance is voluntary. 


Corbani Quits Carstairs 


Frank J. Corbani has resigned 
|as sales promotion manager of 
'Carstairs Bros. Distilling Com- 
pany, New York, to form the 
Frank J. Corbani Point of Sale 
Advertising Company at 11 W. 
42nd St., New York. His successor 
has not yet been announced. 


Ad Drive Opens 


for Croix Royale 
Wines, Liqueurs 


FRESNO, CAL.—Cameo Vineyards 
Company, maker of Croix Royale 
wines, 
setting out to become one of the 


: ig 
2 ee! wi 
¥ re - 
| Esquire, Gourmet, House & Gar- 
den, The New Yorker and Sunset 
Magazine. 


| The campaign 
| Botsford, Constantine & Gardner, 
|San Francisco. 


Sinclair Opens Drive 


brandies and liqueurs, is | 


Sinclair Refining Company, New 
York, will break in May issues of 


leading contenders in the 1947 | Collier’s, Liberty, Life, The Sat- 


American wine market, with ag-| 
gressive promotions in 150 leading 
communities enlisting outdoor ad- 
vertising, newspaper and magazine 
copy, and window displays. 

In an extensive outdoor adver- 
tising campaign, Croix Royale will 
be boosted on 2,500 24-sheet post- 
ers, featuring illustrations by O. 
Soglow, creator of “The Little 
King.”” Newspaper copy will use 
a “Believe It or Not” style of car- 
toon, which will appear 
newspapers throughout the coun- 
try. Magazine copy will run in 


in 119} 


urday Evening Post and This 
Week Magazine, a campaign of 
full pages to promote 1947 Sin- 
clair Premium Opaline motor oil. 
The theme is “‘magic,” 
graphs especially posed by War- 


is handled by | 


with photo- | 
‘at 67 W. 44th St. 
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Hix- 
New 


;ner Brothers Pictures stars. 
son-O’Donnell Advertising, 
York, is the agency. 


Names Hutzler Agency 

| Grove Mfg. Company, Dayton, 
maker of machinery for wringer 
rolls, has placed its advertising 
with Hutzler Advertising Agency, 
Dayton. 


Fawcett Office Moves 


Fawcett Publications, New York, 
has moved its advertising depart- 
ment from 295 Madison Ave. to 
the Fawcett Publications building 


Your advertising to a 


most profitable field through 
the most profitable medium 
will produce the best results 


nefend 


mw aaertt 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 Bhd AVENUE, NEW YORK 


y persons who are not equipped | 
rough training or education to! 


ope with the responsibilities of | 


dvertising and promotion. 
Top management has no feeling 
‘omniscience, declared Mr. Allen, 


nd in most cases will delegate to | 
e advertising department the) 


uthority that it shows it deserves. 


Says Readers Forgotten 


At the same time, he belabored | 


uch of today’s copy, by utilities 
pecially, on the grounds that it 
written 
y the readers. In employe-man- 
cement literature, he said, much 
f the vocabulary is strange to the 
aders, and great quantities of 
.e phraseology unsuitable. He 
Iso pointed out that determined 
msideration should be given pub- 
ity releases, which are often 
ily plugs for the company with- 
it regard to news interest. In 
he same vein, he said that house 
rgans should not carry any more 
is or educational articles than 
solutely necessary, and that per- 
bnals and human interest items 
stressed to assure wider reader- 
Mp. 
Mr. Allen spoke before members 
the conference who convened 
discuss sales procedures in the 
pliance market, especially where 
mands are below expectations 
ult during the war. As in other 
milar conferences, supplies were 
id inadequate to meet consumer 
Ppmand, although increasing con- 
ymer resistance to higher prices 
id less inclination to accept mer- 
andise requested during times 
extreme shortage are making 
tter salesmanship imperative. 
E. Carl Sorby, vice-president of 
orge D. Roper Corporation, de- 
ved that constant talk of de- 
ession and recession would do 
uch to create exactly that situa- 
n. He said that there are plenty 
§ customers, especially in appli- 
fields. Talk of bad times eco- 
ically, he pointed out, is more 
choing of opinions rather than 
e speaker’s own belief. 


vlepark to Emphasize 
rmfit Quality of Hats 
‘#'ylepark Hats, Philadelphia, 
emphasize this spring that its 
uct, the Templeform hat, ‘“‘is 
only hat made in the same 
e as the average head, slant- 
in at the temples.” The ad- 
sements, illustrated by Stein- 
will run in New York and 
idelphia newspapers. 
rton Freund Advertising 
icy, New York, has the ac- 


oyd Succeeds Grant 


mes M. Floyd, Fort Worth 
er and counsel for the Lone 
Gas Company, has replaced 
C. Grant, resigned, as ad- 
Sing director of the company. 
Grant will become editorial 
‘sentative for Robbins Pub- 
g Company, New York. 


without consideration | 


the airlines are big business —— 
keeping them informed is our business 
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EASTERN AIR LINES—MAINTENANCE SHOP 


merican 
viation 
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pacity” were listed by Milton Biow 
of the Biow Company at a con- 


Negro Congress as Chernow, Al- 
bert Frank-Guenther Law, Grey, 


50 
Food, Clothing Get Most 
of Negroes’ $10 Billion ee ee ee 


Lucky Strike for years has been | cher and Young & Rubicam. 


Newspaper Group Tells. 


ference sponsored by the National | 


McCann-Erickson, | 


yey? : 7 the No. 1 cigaret in sales, it is| I 300 agencies, -- 
Findings in First outranked by Camel in the na-| total of 20,000 people, Mr. Biow 
tional Negro market. Coca-Cola | added, “incomplete analysis shows 


National Survey 


New YorK—Of the $10 billion 
now earned annually by the na- 
tion’s 14,000,000 Negroes about $7 
billion is “normally spendable,”’ 
estimates Edgar A. Steele, research 
director of Research Company of 
America, in releasing to AA find- 
ings in the first coast-to-coast 
survey of the Negro market. 

The survey, conducted last fall, 
was sponsored by Interstate 
United Newspapers, Inc., and its 
member papers. 

More than $2'% billion of the 
annual total goes for food and 
more than $2 billion for clothing, 
Mr. Steele says. Other major items 
in the collective Negro budget are 
rent or mortgage, and incidental 
household costs, more than $750,- 
000,000; home furniture and fur- 
nishings, $350,000,000; beverages 
(soft and hard), $500,000,000; 
toiletries and personal care, $350,- 
000,000; drugs, $400,000,000; to- 
bacco, $150-200 million, and autos 
and accessories, $150-200 million. 

Some observations: The 
Negroes’ $10 billion annual in- 
come is twice the normal U. S. 
export market. The average Negro 
woman spends 150% more of her 
income for toiletries and personal 
care than does the average white 
woman. The Negro woman usually 
is further advanced in occupation 
than the average Negro man. 
Negro expenditures per used car 


bought are higher than white. major markets covered included and the public warning against 
Atlanta, Birmingham, Chicago, 
Nationwide Study Columbus, Detroit, Indianapolis, 


The survey—really separate) Kansas City, 


studies of nine different sections 
of the country—involved hour- 
long interviews by Negro inter- 
viewers with a total of more than 
5,000 urban Negro families. Each 
group of interviewers was hired 
and trained by Mr. Steele in each 
area. The 100-part questionnaire 
used was patterned after the Mil- 
waukee Journal study. 

The current survey follows a 
similar one conducted by Research 
Company of America (AA, March 
18, 1946) in several eastern mar- 
kets. It covers such factors as 
home ownership and rental valua- 
tion, family composition, employ- 
ment status, brand preferences for 
food, drugs, clothing, liquor, to- 
bacco and other products, types 
of stores and shopping frequency, 
data on motor cars and other 
durable goods owned, and on in- 
surance and bank accounts. 

Although coast-to-coast Negro 


| Inc., 


and Pepsi-Cola each leads soft 


drinks in different areas. 
Will Show Results on Slides 


These and_ other 
brand trends will be put on slides 
for showing before advertiser and 
agency groups. 


36 Negroes are employed.” 


The conference, called by 175 


employing a/| 


Negro and white people in the) 
theater, radio, screen, music, lit- 


nationwide | erature and advertising, was a step 


toward the launching of a cultural 
division of the Congress. 
Among other things, the group 


In different areas—between New plans to establish “a placement 


York and Durham, N.C., for ex-| service for Negro applicants for | 


ample—there was a wide variation | positions in advertising; a train- 


NATIONAL 
CONSUMER PREFERENCE - COFFEE 
Ee ee 


er LEADING BRANDS 
FIRST POSITION 
GRE secomo position 
S|] THIRD POSITION 
NEGRO MARKET STUDY 


MAXWELL HOUSE IG 
BEECH-NUT = 


MAXWELL HOUSE Rin TS Se INAS SR Ske VEE RRS 
EeHT O'CLOCK [ue See eee ate) wee 4 ‘ 


BEECH-NUT 


EIGHT O CLOCK 


DOMINATES MARKET—Maxwell House dominates the Negro coffee 
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SEARCH mY OF awemca 


market 


in the East and East North Central regions, and does all right in most others, 
according to the first nationwide brand preference study of this market. 


ing program; publicity to the trade Potters Launch Drive 


in income and rental ranges. Other 


Mo., Los Angeles, 
Memphis, Nashville, New Orleans, 
Newark and St. Louis. 

William G. Black, sales manager 
of Interstate United Newspapers, 
publishers’ representative, 
emphasizes that no inducement 
was offered to the 5,000 Negro 
families interviewed. After the 
interview they were given a card. 
In addition to “Thanks for the 
interview,” this said: 

“You have answered questions 
which will help manufacturers to 
know more about the buying and 
shopping habits of the American 
Negro. American industry is rec- 
ognizing inore each day the neces- 
sity of first-hand knowledge of the 
American people. The study, when 
completed and tabulated, will do 
much to clarify the manufacturers’ 
thinking. 

“By answering these questions 
you have been most helpful and 
enlightening and have contributed 


NATIONAL NEGRO CIGARETTE PICTURE 


Big Chee ; 


Advertising Age, March 24, 


Pick up almost any issue of 


recent years. And you will find 


| that many of these small advertis- 
‘ers are brand new to the field. 


|Many of them are advertising | 


| 


| 


products that have never been) 
offered before. Many of these ads | 
are placed by small agencies, some | 
of which are new to the national 


| field. 


The advent of so many new ad- 
vertisers and new products is ob-| 
viously a very healthy thing for | 
advertising. One of the important 


facts about this business is that | distributors, especially department 


advertising facilities are so gen- 
erally available, thus making it) 
possible for almost anybody with | 
a good idea and a good product to 
break into markets and sell his | 
goods at reasonable cost. 

It’s a healthy thing, too, that) 
there are enough media and agen- | 
cies interested in small accounts | 


‘to do the necessary evangelistic | 


work to sell manufacturers and | 
merchandisers on the value of | 
modern mechanical methods of 
marketing through the use of ad- 
vertising messages distributed to 
a large audience at low cost. 
These small advertisers do not 
seem to be worried about rate in- 
creases, either. They know, if 
they look into the economics of 
their operations, that they are gen- 


Small New Advertisers are Coming 


With a Rush 


By G. D. Crain Jr. 


erally buying bigger packages of 


almost any leading publication and | circulation at lower costs per th. \- 
you will find a great many small sand, and that they are thus cot 
advertisements, compared with ting contacts with prospects at 


expense than ever before. 

Here are a few of the significant 
facts noted about the rapid int 
of small new accounts into the ad- 
vertising field: 

1. While some are reviving ad- 
vertising effort discontinued dur 
ing the war, many are new adver 
tisers with new products. 

2. Many small manufacturer: 
who have never advertised before 
are finding that their dealers an 


stores, now expect them to dg 
something to establish brand con 
sciousness among consumers. 

3. While some of these new ad 
vertisers are seeking mail-orde; 
business, the majority expect t 
distribute through r ecognizec 
trade channels. 

4. Where mail-order business i; 
expected and encouraged, througt 
price and product information, re- 
sults have been exceptionally good 

5. Some major media report that 
numerous agencies which have op- 
erated on a local basis heretofore 
are now getting into the national 
field with new accounts. 

If great oaks from little acorn: 
grow, the advertising field has 
very successful reforestation pro- 
gram under way. 


United States Potters Associa- 


‘Advertising Club. Other officer 
j}are John K. Ottley, advertising 
‘director of the Atlanta Journal 


discrimination in advertising copy, | tion, East Liverpool, O., has be-|chairman: Mrs. Sarah Gree 
and formulation of a code of fair|/8Un an educational campaign, de- 


practice.” 
Robert Heller of CBS pointed 


| signed to tie in with advertising 
| programs of individual dinnerware | 
: |manufacturers, with the purpose 
out that of 30,000 white collar) of protecting and increasing its | 
service people in radio, “no more | $75,000,000 a year domestic mar- | 


than 200 are Negroes.” Mr. Heller| ket. Theodore R. Sills & Co., pub- | 


condemned such characters 


as lic relations, Chicago, is handling 


| . . 
“Rochester” and “Amos ’n’ Andy,” the program for the association, | 


which “present the ignorant and 
inferior Negro as the ‘average.’ ” 


‘Nat'l Petroleum News’ 
Shifts Sales Staff 


F. Glenn Morris, for the past 
six years eastern representative 
of National Petroleum News, has 
been shifted to advertising sales 
for Petroleum Processing. He is 
succeeded on the former publica- 
tion by James B. Dunn, formerly 
with Popular Science, and both 
men will serve New York City and 
New England accounts. 

Kenneth W. McKinley of the 
Cleveland office, has been trans- 
ferred to Chicago as midwestern 
representative of National Petro- 
leum News. Walter G. Berger and 
S. S. Steiner, who formerly rep- 
resented both National Petroleum 
News and Petroleum Processing in 


sin ae Cleveland, have had their terri- 

5 LETRAS aa ee tories consolidated, with Mr. 

— cee Berger representing the former 

- we publication and Mr. Steiner the 
bi latter. 


wow CAMELS LUCKY CHESTE 
— STRIKE FIELD 


cane 
moneny 


MORRIS 


HERBERT A 


LL 
MALL TAREYTON OTHERS 


CAMEL RIDERS—Camels get the nod by a wide margin among Negro smokers, 
according to the brand preference study of the Negro market made by 
Research Company of America. 


brand preferences have not yet 
been developed from the nine big 
area books, Mr. Steele worked out 
special charts for AA on some of 


in no small measure to a better 
inter-racial understanding.” 


BIOW LISTS 3 AGENCIES 


Yankee Sins S. O. S. 


S. O. S. Company, Chicago, for 
S. O. S. cleaner, has signed with 
the Yankee Network to sponsor 
“Sidelights in the News,” featuring 
John McDonald as newscaster. The 
program will be broadcast daily, 
Monday through Friday, at 8:30 
a.m. over 22 stations. McCann- 
Erickson, San Francisco, is the 
agency. 


Wilkinson Appointed 


George A. Wilkinson, Washing- | 


ton attorney, has been appointed 
executive manager of the District 
of Columbia Paper Merchants As- 


sociation, which reviously has 
them. Maxwell House, for ex- WHICH EMPLOY NEGROES had a member of the group as 
ample, generally leads _ coffee New YorK—Nine New York ad- secretary. Clyde E. Kellogg, of 
brands, and Gillette is definitely vertising agencies which employ Stanford Paper Company, is presi- 


first in razor blades. But although 


Negroes “in other than menial ca- 


dent. 


which represents about 75% of the | 
American domestic and _ institu- 
tional dinnerware industry. 


SMU Starts Chi Delta 


Chi Delta, a new advertising 
fraternity, has been organized at 
Southern Methodist University, 
Dallas. Talks by advertising lead- 
ers are on the fraternity’s current 
program. 


Atlanta Club Elects 


William W. Neal, a partner in 
Liller, Neal & Battle, Atlanta 
agency, has been elected president 
of the newly organized Atlanta | 


| Mayer, promotion director of J.P 


| Allen’s, vice-president, and Rich: 


ard P. Smith, executive vice 
president of W. R. C. Smith Pub- 
lishing Company, secretary-trea: 
urer. 


Plans Oriental Rug Wee 


Plans for National Oriental Rug 
Week, Oct. 6-12, will be presented 
in New York April 24 at the an- 
nual meeting of the Oriental Rug 
Institute, sponsor of the promo- 
tion. Dealers will be supplied 
with booklets for local distribu- 
tion, window displays, newspaper 
advertising mats and other sales 
helps. 


Joins Pacific National 

Frank J. Carter, formerly vice- 
president in charge of the Los 
Angeles office of Grant Advertis- 
ing, has joined Pacific Nationa 
Advertising Agency, Seattle, a: 
account executive. 


EYE APPEAL—Kromex, Cleveland, is i 


economics department, the Kakover and 


new full-color labels 


nserting these 
Kromex sauce pans to catch the housewife's eye. The cover, shown at the + 
right, illustrates tasty food dishes and the back page plugs the Kromex he 


Frig-i-tor. Inside pages feature recip § 


and the Dreamline pans. 
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‘Gold’ Counties 
Offer Top Chance, 
Berkowitz Insists 


Los ANGELES—‘Gold is where 
you find it and the 745 ‘gold’ 
counties provide the great business 
opportunities for 1947 and future 


years,” Mortimer Berkowitz, gen- | 


ral manager of American Weekly, 
Inc. declared here in one of a 
series of luncheon meetings on 
the Pacific Coast. 

Starting in Seattle March 5, the 


Hearst organization executive has 


.ddressed groups of manufacturing 
ind advertising agency officials in 


Beortland, San Francisco and Los 


Angeles. He was accompanied in 
he Northwest by Coulter Mc- 
<eever, San Francisco manager 
ff The American Weekly, and in 
he Southwest by Franklin S. 
Allen, Los Angeles manager of the 
y»ublication. 

Mr. Berkowitz displayed a large 
nap of the United States, showing 
jl of its 3,074 counties, with 745 
ff them outlined in gold. ‘These 
145 gold counties,” he said, ‘‘con- 
ain all of the key cities of 10,000 


opulation and over, and represent | 
he gold nugget for American 


usiness.”’ 
While less than one-fourth of 
11 counties, these “gold” counties 


ontain three-fourths of the popu- | 
ation, Mr. Berkowitz pointed out. | 


“These families bought 81% of 
he new cars in 1941, the last nor- 
nal year for car purchases,” he 
aid. “They did 83% of the trading 
n drug stores, 83% 


ail business. 
“These counties 


s where electrical appliances are 
old. And these counties contain 
he bulk of our wealth, since 88% 
bf all bank deposits for 1944 were 
here.” 


All leading national magazines | 


oncentrate their circulation in 
hese “gold”? counties, he added, 
‘ith The American Weekly de- 
ivering 91% of its circulation in 
he 745-county market. 


Pennzoil Corporation 
Sponsors Mystery Series 


Pennzoil Corporation on April 1 
ill start sponsorship of a quar- 
pr-hour radio mystery, “Black- 
one, the Magic Magician,” over 
stations, mostly in Ohio and 
Pennsylvania. More stations will 
e added as soon as time can be 
leared. 

of the 


vice-g According to officials 

>» Losggency, Fuller & Smith & Ross, 

reytis-Fleveland, the sponsor will pro- 

tionalgMote the program with 10,000 

ie, asmooklets distributed by dealers 
iroughout both states. The book- 

___- ls give the low-down on several 


leight-of-hand and card tricks as 
racticed by Blackstone. 
lows are 
ribed by Charles Michelson, Inc., 
ew York. 


00 Video Execs 
> Attend Institute 


The second 
istitute under the sponsorship of 
le Televiser magazine is sched- 
led for April 14-15 at the Hotel 
Ommodore, New York. According 
) Irwin Shane, publisher of the 
e eviser, 500 television, radio and 
ivertising executives from all 
's of the U. S. are expected. 
institute will discuss all 
es of the video industry with 
al emphasis on program and 
pment costs. 
r. Alfred Goldsmith, television 
iltant, and J. R. Poppele, 
ident of the Television Broad- 
ers Association, will share the 
rmanship. 


ell Boosts Lethen 


ell Publishing Company, New 


els k, has appointed C. A. Lethen, 
ne + 10 years a member of the 
he ago staff, to western advertis- 
ecip’s manager of the Dell Modern 


ip. 


of food and | 
é@rocery sales, and 83% af all re- 


have 87% of | 
11 homes with electricity, so that | 


The | 
packaged and tran-| 


annual Television | 


'4 to McClure & Wilder 


McClure & Wilder, Inc., Warren, 
O., has been named to handle the 
advertising and publicity of Fed- 
eral Machine & Welder Company; 
Modera Furniture; Warren City 
Mfg. Company, maker of mechan- 
ical and hydraulic presses and 
press brakes, all in Warren, and 

|the Sommer & Adams Company, 
| Cleveland, maker of machine tools 
for the automotive industry. 


Plan Soap Box Derby 


Publicity and promotion mate- 
rial for the annual All-American 
Soap Box Derby is appearing in 
some of the 133 newspapers in 
the United States and Canada that 
co-sponsor the race with the Chev- 


rolet Motor division of General | 


Motors Corporation, Detroit. Chev- 
rolet has prepared a press book, 


containing advance publicity) 


stories, pictures, mats and sug- 
gested ads for local newspapers’ 
use. The national finals will be 
held in Akron Aug. 17. 


Lightfoot Pushes 
Avaderma Brands 
in Giveaway 


New York — Lightfoot Schultz 
Company will promote a special 
giveaway offer of its 20-cent Ava- 
derma soap and one dollar cream 
or skin balm for 98 cents starting 
this month, through Federal Ad- 
vertising Agency. 


The company has scheduled full- | 


page copy in the complete list of 
nine drug trade publications, co- 
operative newspaper ads across 


the country and hitch-hike radio | 


station breaks. 

The hitch-hikes will be carried 
on American Safety Razor’s “The 
Adventures of the Falcon,” over 
302 stations of the Mutual Broad- 
casting System. 

To run for an undetermined 


time, the campaign precedes copy 
in national consumer magazines. 
Last year Lightfoot spent $55,000 
for magazines. 


Stansbury Appointed 


The Institute of Public Rela- 
| tions, New York, has appointed 
Henry H. Stansbury a member of 
the executive staff. Mr. Stans- 
bury was formerly a partner in 
Selvage & Lee, public relations 
counsel; former chief of press 
relations for the National Asso- 
ciation of Manufacturers, and for- 
mer editor of Capitol Daily, 
| Washington. 


51 
R&R Promotes Richey 


Ruthrauff & Ryan, New York, 
has appointed Thomas W. Richey, 
an account executive, to the plans 
board of the agency. Before join- 
ing R&R, Mr. Richey was assist- 
ant advertising manager of Stand- 
ard Brands. 


Heads Stock Sales 


John C. Foulis has resigned as 
sales manager of open states with 
United Distillers of America to 
become general sales manager of 
Stock Products, New York im- 
porter and distributor of Stock 
wines, cordials and brandies. 
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PHOTO 


res 


123 N. Wacker Drive 


REPRINTS — 


Faithful to the original, 
Quickly executed. 


RAPID COPY SERVICE 
Chicago 6 —— 


ff you’re an “after-hours” worker... 


Here are two young executives. 
clears up his work efficiently, every day, 
by quitting time. The other has days 
when only extra hours will handle his 


work. 


~ 


’ 


t 


WHY CANT | GET 
THROUGH AT QUITTING 
TIME? HE ALWAYS DOES! 


If you are an “after-hours” worker, 
“3 Steps That Get Things Done’’, one 


| BOND 


Companion papers for office use include 
_ Hammermill Mimeo-Bond and Hammermill Duplicator 


Send for this helpful book... 


One of Hammermill’s 


follow 


And for the planning on paper which 


use the paper made for business—Hammermill Bond. 


Check the coupon for a sample book. 


> 


you organize your day, keep from wast- 
ing time—help you plan your work, 
it through...and finish your 
day’s work at quitting time. A compact, 
practical ‘‘show-how”’ 
Just send the coupon. 


idea-books, will help 


book. It’s free. 


gets things done, 


STUCK AGAIN TONIGHT, 
POOR GUY. WHY DOESN’T HE 
ORGANIZE HIS WORK? 


175 FREE! 


LOOK FOR THE WATERMARK ...IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Please send me—F REE 
Check here if you'd like a sample 
| Bond's wide range of colors for letterhead 
Name 
] Position 
‘ Please attach to, or write on, ye 


yur business letterhead) 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pennsylvania 


a copy of ‘3 Steps That Get Things Done.” 


book showing Hammermill 


and form 
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| 
The St. Louis market is different./More 
than half its population and 1,080 of 
its 1.786 Drug Stores are outside the 


St. Louis city limits! 


Your advertising really has to ‘‘get 
around” to get results. But don’t be 
discouraged. There’s an easy way to 
cover this billion-dollar market... 
place your advertising in the St. Louis 


GLOBE-DEMOCRAT, 


Besides blanketing the City, the morn- 


Dnly 39% of them are in the city | 
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‘YOU OUGHT TO KNOW . . . BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . . OTHER FEATURES . . . 


a] 


The Creative Uans Corner 


Because it so perfectly combines illus- 
tration with text as to make a headline 
completely unnecessary; because the il- 
lustration is an unusual combination of 
an exquisite photograph with a beauti- 
fully drawn background by Bernard La- 


ay’ a! 
Bond Stieel by YARDLEY 


motte; and because it is concerned with 
a lovely lady air, instead of surrender (in 
any of its stages) we offer this Yardley 
advertisement as evidence enough that 
perfume advertising can be very fine in- 
deed (Life, March 17). 


You Ought toKnow © «© « Albert E. Winger 


The big printing plant of Crowell-Col- 
lier Publishing Company at Springfield, 
O..—turning out 19,000,000 copies of 
magazines a month—has shed a lot of 
limelight on a lot of people. 

But little of this 
limelight has fallen 
on Albert E. Winger. 
he new president of 
‘rowell - Collier, who 
las been a_ printing 
ind publishing execu- 
ive for 33 years, is 
more concerned with 
Promoting magazines 
ind the magazine in- 
lustry. 

In this, his first in- 
rview since becom- 
president, he said 
ch more about the growth and the 
ure of magazines than about “Cap” 
nger. He'd rather title this piece, “You 
ight to Know . Magazines!” 
He admitted, however, to having been 

‘n in Syracuse, to confining his reading 
rgely to the American Magazine, Col- 
rs and Woman’s Home Companion,” 
1 to playing not-very-profitable poker. 
The poker is mentioned as a financial 
ception. Otherwise he has done well at 


Albert E. Winger 


figures. As treasurer, vice-president and 
now president, he has done his share, in 
his time, to see to it that Crowell-Collier 
and its predecessor company has operated 
in the black and paid dividends every 
year since 1907. 

This tall, ruddy, quiet man has worked 
mostly on the financial and “operating” 
side of publishing. He started with P. F. 
Collier & Son Corporation (Collier’s 
Weekly and books) as controller. In 1914 
he began his long association with the 
Joseph P. Knapp enterprises when he 
went to American Lithograph Company 
as controller. 

Cap Winger rose to vice-president and 
then, in 1920, to president of American 
Lithograph. He had been president for 
only 15 minutes when a strike was called 
which lasted six months. Even so, in that 
year the company paid dividends on its 
common stock for the first time in its 
history. 

As president of Crowell-Collier he re- 
gards his role as one of stimulating and 
coordinating a large and complex organ- 
ization. 

“An organization such as ours,” he said, 
“calls into play almost every talent that 
is used in American industry. 


“First, we’re ‘producers,’ employing a 


lot of writing, art and other creative tal- 
ents. We’re showmen. But unlike stage 
showmen we're turning out a new show 
every week or month, with no chance for 
rehearsals. 

“Then we’re manufacturers, concerned 
with th: physical production of printed 
products, \ith adequate flow of materials 
and impr... ement of machines and pro- 
cesses; wit. labor relations. 

“And aftr that we have the dual prob- 
lem of selling both advertising and maga- 
zines. Incidentally, I think that maga- 
zines are the only commodity the price 
of which is set two or three years in ad- 
vance. 

“To become a profitable company—and 
only a profitable company can publish a 
good magazine—we must develop balance 
and close coordination between all these 
functions.” 

Cap Winger is convinced that the team 
makes the manager, and not the reverse. 
He will work for even closer coordination 
of all the factors in the system. And he 
does not intend to usurp anyone’s func- 
tions. 

“T’ve no illusions, for example,” he 
said, “that my election as president of a 
large publishing company suddenly made 
me a great editor. 

“Whatever changes are made in Cro- 
well -Collier will be evolutionary. I 
recognize that a publishing company em- 
braces a lot of individuals—and individu- 
alists—and my main objective is better 
morale and working conditions. I want 
to make Crowell-Collier not only a great 
company but a great company to work 
for.” 

Certain individuals get more recogni- 
tion than others, because of their posi- 
tion, the nature of their work, or just be- 
cause of the breaks. Cap Winger would 
like to stimulate especially those who 
don’t get adequate recognition. 

“An advertising salesman who has just 
brought in a large order will get satis- 
faction from it and recognition from his 
associates and immediate superiors. I'd 
like to help the guy who worked just as 
hard, but who didn’t get the order.” 

Plans for each of the three magazines 
are worked out at meetings of its own 
publication committee, representing each 
department on that magazine. Mr. Winger 
does not sit in at these meetings, but re- 
ports of them go to his office on the 13th 


floor. Usually he does not interfere with 
them. 
Although the Woman’s Home Com- 


panion’s series of articles on social prob- 
lems, such as juvenile delinquency, the 
abortion racket, venereal disease and race 
prejudice, has startled some people, Cap 
Winger favored it from the start. 

For one thing this series ties in with 
the work which he has been doing with 
the Advertising Council on public service 
projects. Since the council was launched 
five years ago, he has represented maga- 
zines on it. 

Under his chairmanship, 444 magazines 
with combined circulation of 90,000,000 
got together, in 1942, on a six-month civi- 
lian morale series on the theme, “Every 
civilian a fighter.” Each of these pub- 
lications general magazines, farm pa- 
pers, business papers and others—devoted 
a page ad every month to it. The series 
was sponsored by National Publishers As- 
sociation. 

As the threat of inflation grew greater, 
James F. Byrnes, then director of the Of- 
War Mobilization, called in the 
magazine publishers. 


fice of 
The economic sta- 
which followed 

again with Cap Winger as chairman and 
NPA as sponsor—ran for 28 months in 


828 general and 


nNusiness 


bilization campaign 


other magazines and 
papers with 
tion of 109,407,861 

A few weeks after V-J Day, President 
Truman wrote to Mr. Winger, as chair- 
man of the magazine advertising commit- 


_ 


a combined circula- 


tee of the Advertising Council: 

“IT commend the members of your or- 
ganization for this outstanding public 
service and for assisting all Americans 
toward a better understanding of the 
dangers which must be overcome in this 
struggle to safeguard our economy. Your 
services cannot be evaluated in dollars. 
They have been of incalculable value to 
the nation in time of crisis.” 

The magazines’ public service advertis- 
ing program did not end with the war. 
Currently, more than 1,000 of them, with 
combined circulation of 140,000,000, are 
busy selling U. S. savings bonds, every 
month. 

Cap Winger says that these public serv- 
ice campaigns are the result of a coordi- 
nated effort of the magazine publishers 
and the Advertising Council. The suc- 
cessful work of coordination was per- 
formed by his committee. For five years 
these programs have taken a good part of 
his time and thinking and energy. He in- 
tends to continue doing what he can to 
strengthen the public service of maga- 
zines. He believes that such campaigns 
do a lot of good for magazines and for 
advertising—and especially for the whole 
country. 

Long a director of National Publishers 
Association, Mr. Winger has been vice- 
president of NPA for the last two years. 
He is active in its current expansion pro- 
gram. 

During the war Crowell-Collier pub- 
lished Victory for the Office of War In- 
formation. Victory was a large-size pic- 
ture magazine, printed in many lan- 
guages, to tell the peoples of neutral and 
freed countries of America’s ideals and 
war objectives, our ways of living and 
our military and other resources. 

At the Waldorf-Astoria in New York 
March 20, publishers from 19 countries 
heard Thomas H. Beck, chairman of 
the board of Crowell-Collier, discuss 
plans for a multi-lingual, international 
magazine to be edited by Crowell-Collier 
there but printed locally by the associate 
publisher in the native language of each 
country. The advertising would be sold 
primarily by Crowell-Collier in this 
country. 

This new magazine has been largely 
Cap Winger’s “baby.” 

Among other things, he has played a 
leading part in the development of grav- 
ure printing. 

As president of American Lithograph 
and Alco-Gravure, he was called on by a 
lot of men selling new printing processes. 
Most of them weren’t worth investigating. 
When asked one day to come seven blocks 
north to 26th St. to look into “something 
new in gravure,’ Winger was skeptical. 

In a loft machine shop one Adolph 
Weiss was operating a small printing 
press, with an air-tight ink fountain, de- 
veloped by Weiss, which induced almost 
instantaneous drying. 

Winger bought the patents for it and 
introduced high speed colorgravure in the 
United States. 

Until then the speed of gravure had 
been regulated by the drying time of the 
ink and only 3,000 to 4,000 color and 
7,000 to 8,000 monotone impressions could 
be run. in an hour. Today color can be 
turned out at 20,000 an hour. 

Cap Winger is convinced that the 
magazine business is “just on the thres- 
hold of a new era.” For 25 years, he ex- 


plained, “national advertising in maga- 
zines has paralleled national income.” 
With income at record levels, and prob- 
ably remaining high, he sees only one 
reason why magazine advertising should 
not continue to expand 

That reason is adequate paper supply 
Leading magazine publi ner have told 
paper manufacturers that they expected 
to be able to use 50% more paper than in 
prewar years. Given the paper, the maga- 
zines really will go place 
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; A | HELP WANTED ] POSITIONS WANTED 

PE VAS OPER AA Po ASS Oe ee FRED J. MASTERSON I Want to Write! Local : 

WANTED RATES: 60c. per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines | bine ~ & >: acaceaaiaed ree pager) editor Z - J —_ with 
25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline ea peo rade magazines but prefer writ : S ; 

. ’ F Placements of all types with leadin Chicago. 

Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $9 ‘ ot Oe seen 5 od ates hy in OPT! 
é per column inch. Regular card discounts on multiple insertions and space over 5 . ; 185 N. Wabash Ave., Chicago = 100 E. Ohio St., Chicago 11 : Th 
3 TRADE PAPER ADVERTISING SALESMAN—Needed | —aigcuLLANHOUS red 

: | SLP WANTE IL TAN'TE for top flight building publication MESURE: “a b = 
REPRESENTATIVES _ HELP WANTED , _HELP WANTED _______lin Cleveland territory. Must be FOR SALE SPRINGFIE 
ADVERTISING & PUBLISHING ADVERTISING SALESMEN experienced salesman and prefer-| Leading weeter: tn . j 
' Recognized Personnel Service. Op-| BOSTON PHILADELPHIA ence will be given to a proven pro- nereien dled tatumit cate ee yews—whic 
Publisher of well-known metal- erating nationally since 1914. Con- | DETROIT MILWAUKEE | qucer familiar with territory. Sal-| facturing area eke beet i, month in 


: : : . fidential intermediary. Both to Em- 
working magazine is looking for ployer and implores. 
two aggressive sales representa- SHAY AGENCIES 


tives for exclusive coverage of 30 W. Washington St., Chicago 3 


ARTIST WANTED 


CLEVELAND os CINCINNATI | ary to start $500 per month plus| years old. Ideal for person desi: 
Exclusive territories open for neW/honus for right man. Must send investment and active partici ete. 
Good Will Book Calendars, which| complete resume for consideration. Excellent possibilities “Gaeee ! 
have acceptance as advertising |Reply Box 8828, ADVERTISING | tiring due pressure other non-rel 
media by large manufacturers and AGE, 330 W. 42nd St.. New York 18, pressure er non-re 


e editorial! 
echanical 
t the stree 


‘ : a sgl eee Rares a ; : i so ; interests. Information. . 
: Cleveland and Chicago ee. Substantial north-central advertis- | business PD ae are Sold in|N. y. Replies will be treated con- Neely Publishing local dis} 
These men will operate as direct ing agency handling only national wee yesh ADVERTICING. AGE fidentially. 1429 Midvale Threats ¢ 
ace cs ac ene o ff on @ - 90) S820, £ uN SLING AGI, -aasauredpie — ~ — oo = a - 
representatives of publication and oer camipiae nel namacal arta ae 330 W. 42nd St. New York 18, N.'y.| ADVERTISING SALES MANAGER Los Angeles 24, saat aa 
, xperien ral artist. Must | ——____)_- a Inusual opportunity offered by lead- ; eS — ‘ 
must have sound background in be expert at lettering and typo-| WANTED: Bookkeeper with trade | jng farm publication. Man we are ABBOTT TRANSLATIONS .dvertised c 


graphic layout. Small city. Perma-|paper experience who understands looking for knows agriculture, has Reliable translations of advert. » 


trade paper representation. These nent, Previous agency or printing | publication billing and can make] cuecessful record of selling space ter. Exper. native translators 


“10 and AF 


| are established territories with firm experience essential. Sai own trial balances. _Man or woman.| wants opportunity to demonstrate oF aaeuanee. ORS Dearborn St. Ibanized cam 
plenty of opportunities for new wa laa a a ADVERTISING weer ae e te ADVERTISING AGE he can handle the job of advertis- | ~Ces0 ¢, ti. DEArborn 608s. ediakele we 
' . os : rom bee Skee eee. ae wae i ae Pa 2 ing manager. -osition now open. AIRPLANE 1€ ’ 
| | business. Commissions with _" 100 E. Ohio St., Chicago 11, Ill._| _100 E. Ohio St., Chicago 11, Ill. Write description of business ex- for your travel, and for— nen to cane 
gE anteed income. All replies confi- ADVERTISING AGENCY COPY AND | COPYWRITER—a real opportunity | perience, age, health, to Box 8831, AERIAL ADVERTISING 


‘efuse patrc 
idvertised. 


: . CREATIVE MAN for 388 year old 
dential. Please include all personal Chicago agency with billing in seven 


information, age, experience. figures. Must have good agency 


for a creative writer who would like | ADVERTISING AGE, 100 E. Ohio} Deluxe, all metal airplane, inhe: 
to live in a small city and is capable} St., Chicago 11, Ill. Personal in-j| ently suited for your business tra 
of formulating complete advertising | terview granted all qualified appli-|and also for towing large banne) 


creative and ecopy background.|plans and following throug’: with | cants. North American Texan in excell; The pape} 
Drugs, food, farm experience desir- | clear, simple selling copy for gen-| ~ "ERTISING TBLISHING |cCoOndition, and mechanical eq ighest 
BOX NO. 6673 able but not necessary. This is top| eral and consumer accounts. Adver- eat ge pi hd sa ment for banner towing §2 hig: ie ” 
ADVERTISING AGE job for some man who is now assist- | tising department or agency experi- Placements anywhere in the T. H. Metzler, 530 Nesselwood A he strike |] 
ant and cannot see a future where |ence preferred. Write fully, giving United States Toledo, Ohio. Main 1059. hich had f 
ries Drange thin bl. Galery open depending ou | writing and. planning experience |cuaae Maeeeneeenann | amet 
Pl cage eheoah Mier. Cea ba) ‘Adair : ak i. = > experience, | 209 §, State St., Har. 2063, Chicago | ie 
CHICAGO 11, ILLINOIS ability and experience. Write fully | salary bracket. Your confidence will | ————— —— “8 ee | ional ads 
to: be respected. WANTED—Advertising Manager | 
Box 8843, ADVERTISING AGE, Howard Swink Advertising Agency, | f°° [att aedasience ie wnekaanien | ight the 1] 
00 E. Ohio St., Chicag reat .» Marion, Ohio. TAGE) WIth Sat eee 1s IEC ay i 
; : _ es 33, 1 Pat. See - ing, copy writing, sales promotion, | ages, withd 


ete. Knowledge of department store | 


promotion preferred. Write fully, | Charg 

stating qualifications and salary de- | : 

sired. Give telephone number. Withdraw: 
} 


Box 8840, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
SPACE REPRESENTATIVE— 
leading ABC merchandising publi- 
cation has opportunity for space | 
sales representative in Ohio, Michi- 
gan, Western Pa. territory. Salary, 
bonus and expense account arrange- : = 
ment. Submit full details on previ- lad said the 
ous experience, past earnings, age. ; bdvanece for 
Our employees know of this adver- | w E 2 R E Ss FE N 7 A 7 1 Vv E by the strike: 


tisement. 
Box 8838, ADVERTISING AGE, AVAILABLE zed for use 


100 E. Ohio St., Chicago 11, Ill. 


rom the Da 
owed charge 
erg, presid 
Miassachusett 
ational adv 


@z ~u—-AzmmM<OpD 


z aes " 5 = Fine Background ie paid for. 
Wanted—By well-known publishing Advertising Manager ‘g two publicat TS eae 
firm, young men with broad indus- Industrial and technical experience in 1 Threats of 
trial training. Should also have sell- agement and production, desires opport een voic 
ing experience and be willing to live pe A agg ri Leaner house or indus F otced 
in eastern or midwestern areas. Ex- ceunenanelen yt he i coe | bo have p! 
cellent opportunities in sales work terested in salary and commission basis n breaching 
for right men. Send full details of || years old, steady, hard worker. Married ted when h 
WNS training, experience, age and salary years. two children. Available at or ( 
1£S LIVE IN TO desired in first letter. Replies will estimonials furnished. mass 
5 MILLION FAMIL HEM THER WORDS, ONLY be held in confidence. William T. Woodhull Ss dem 
ER 1|OOO pop. BUT rT IN O FAMILIES Box 8836, ADVERTISING AGE, 95 Kensington Road = Bronxville 8, New York MeObbed the p 
UND ; ILLION 330 W. 42nd St., New York 18, N. Y. | ent circulati 
OWNS THAT ARE SUBURBS ABOUT 3 M Owns OPPORTUNITY | seg te 
LIVE INT N CITIES LIVE IN TRUE SMALL T Large food concern has interesting | li g 
A position for alert personable girl veen police 
OF METROPOLIT with promotion publicity back- COPYWRITER (Mtrikers were 
ground. Write to: pene 
— Box 8847, ADVERTISING AGE WANTED | f the peace. 
= >= ___100 E. Ohio St., Chicago 11, Il. Detroit Advertising Agency wants onl 
q AS LAYOUT ARTIST wanted by estab-|] perienced copy man, preferably man Mana 
~ r \ lished Ohio agency. Permanent job whe hee weit f 1. | The Morni 
for man who can handle ad produc- an vee Paper Sapy &) nih Ww 
tion from rough sketch to engrav- though that is not essential. Prefer |Mhe four joir 
ing. Our staff knows of this ad.|] man in vicinity of 40 years old o: Mers has 
Fe ee ees Monin A ‘rs, has als 
Write experience, salary desired, 1nd || younger, Must be theroughly seasoned [Mh city: its 
s SHOW 30x 8848, ADVERTISING AGE in creative work, copywriting and ve ; : 
BUT CIRCULATION REPORTS IGHT-BUT Ys OF IT iS IN 100 E. Ohio St., Chicago 11, Il. client contact. This agency over 25 lagers k 
PUBLICATIONS WITH R TOWNS— COPYWRITER years old. Exceptional opportunity. Bl Out 
MY LIST OF 13 SUBURBAN SMALL New, growing agency needs young|] Write full particulars. Man wanted Ssified adv 
IN man with two or more years of sound : I . 
3 MILLION CIRCULATION NLY 2 MILLIONS IN copywriting experience with an quickly. Address n the meal 
oO agency. A workman rather than a Box 6675, ADVERTISING AGE stent rumor: 


_ “POSITIONS WANTED : CLASS PAPER ‘rs of the Bo 


EE senting maj 


DO YOU NEED AN EXTENSION 


Ss UNDER 1000 TOWNS genius is desired—one who knows . ° _— 
TOWNS UN TRUE SMALL iow to Bul Gauuetker wenerel sony 100 E. Ohio St., Chicago 11, Ill 1 Boston of 
and radio commercials in present- ur associate 

able form. Salary commensurate herms 
: with ability to produce. % Peas H. 1 
; 30x 8849, ADVERTISING AGE lent represen 
2 100 E. Ohio St., Chicago 11, I11. WILL BUY TRADE OR it. The sto 


(ON, YOUR EXECUTIVE ARM? Established publishing company |Broperties. are 
An attractive, energetic, capable fe- ° fhe 

MILLION TRUE mate, 35, is interested in assisting IS ready to add one or more | three-man 

TO HIT 3 yES—-GRIT WITHOUT you. aeally experienced in supervis- papers to its chain. Purchase ff with Sherr 

SMALL TOWN FAMILIES CREASING YOUR cost activities. tet years with present would include taking over pres: | Shing the p 

e loyer. Bot large and small . 4 * porte 

VVE ONLY GOT 58% IN ERIALLY CAN INCREASE ameuee background, with asia ear. || ent editorial staff and business | rs R. 

AAT phasis on direct mail. manager, Hester Ow 

COVERAGE— CAN GRIT HELP N + COVERAGE BY 20% Box 8835, ADVERTISING AGE, 9 an, to take o 
THA ioe eet || Box 6672, ADVERTISING AGE iien1 is 

THAT SITUATION ? | Veteran—age 42, desires adv. sales ‘ G publisher 


locate anywhere. liv, has he 
oe SS verre ace, [BIRTH LISTS re 
yY. beyond ; 


100 E. Ohio St., Chicago Oe 
| GAL WITH PLENTY Nati li S ‘ents are ba 
OF KNOW AND GOo— ational in cope «’ plans are 


| Wants copywriting pref. in agency 


/ | position with reputable publisher. 100 E. Ohio St., Chicago | P Ill ger L. Put 
/18 yrs. selling and merchandising Id mayor. > 

|}on outstanding trade publications ans bo .e 

4 ; land metropolitan newspapers. Will 0 sta 


theo 99 
There is a market of more than three million families in True Small Towns | or public relations. Exper. in radio | , r WT OR apg 
| network, nowspr. Unt, grad, ; HENRY W. JAEGER ie Shoppi 
_ »% “nce 3 . : _ erricee. « . sae 2 Box 8837, ADVERTISING AGE, : : 
beyond the influence of Metropolitan Market Districts, and this market is 100 E. Ohio St., Chicago 11, Ili, | 460 Fourth Ave., New York 16, N.Y. MU §-5!i! ith nation 
not adequately covered by the multi-million-circulation urban publications. I AM NOT A MINISTER—BUT call during 


Do you need a man with similar con- | forced to 
victions that to be right is practical is ae eS 
—as Sales Exec. or in Public Rela- ARTIST " ie bi 
tions? Age 41, 20 yrs. successful Shortage. 
sales and exec. exp., consumer prod- OPPORTUNITY ner si 


Grit has the greatest concentration of True Small Town circulation of any 


national publication. 


ucts; college grad. Salary secondary : ‘ es 

to finding right employer. Write for to work on national accounts in leod 

resume. ing agency — must be creative — «an¢ 
It takes Grit to s | i Box 8841, ADVERTISING AGE, able to handle finished art. SS 
upplement your coverage in 330 W. 42nd St., New York 18, N. Y. x ‘ « “AVAVAPAPAPAPAT 


True Small Towns. Ask the Grit Representative AGENCY WRITER—5 yrs. exp. Nat., - ore, ROVERTIENCS AGE 
dir. mail, radio. Quiet-type but big 100 E. Ohio Street, Chicago 11, Illir ~_ cree a te 
to show you "'S.T.—Small Town or Suburban Town.” noise on a Royal. 32, family man ‘yout copy 
Cheo. only. Going, going. a ane 
Box 8845, ADVERTISING AGE, = Sp jen 


ws Wore Th. | 100 E. Ohio St., Chicago 11, Ti Managing Editor Available § “**'tixers 


= ADVERTISING MANAGER Experienced managing editor, having ‘perience 
S a>! : : - —— “I vith 16 vears practical experience in office, is in position to handle your p-> - re 
SMALL TOWN AMERICA’ 4 (A : j ‘ planning campaigns and_  follow- lication in all its phases, thus reliev "9 hicage loent 
J a ~ — w ‘ > } through Knows copy, merchandis- you of all detail work Quailificat Ox 6676, AD 
7 ‘a man : ane , ing. sales promotio é 1 dealer re- and reference ’ . 
GREATEST FAMILY WEEK ens Jing, sales promotion and dealer, re- OE, Obie § 
GR Ee S rd ppt: a oe yy — nt for Box 6671, ADVERTISING AGE 
| Box 8839. ADVERTISING AGE 100 E. Ohio Street, Chicago II, | VAVARAPAPAPARAR 


100 E. Ohio St., Chicago 11 Il} 
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: ; ; | tor, serving in a volunteer ca- 
Local Ads Appear | Video in Milwaukee ‘Sawyer Names V.P. pacity, in the Philadelphia War 
" - | The Milwaukee Journal, recent; Sawyer-Ferguson-Walker Com- Fund drive in 1945. 
in Springfield: recipient of a television construc- | pany, national newspaper repre- pS SS Fee, 
tion permit, has ordered trans-| sentative, has named James W-1T> Bozell & Jacobs 


/mitting and_ studio equipment Sykes, manager of the San Fran-| 

Threaten Boycott | fools RCA. The order includes a/|cisco office, as vice-president in Silverstein & Pinsof, Chicago, 
SPRINGFIELD, Mass. — The Daily | remote pickup unit with two image | charge of Pacific Coast operations. producer of SIPI brand alloys, has 
I ich has been publishing | Orthicon cameras, a 5-kw. trans- ————_—_—- appointed the Chicago office of ; 5. 
leh ranen See rages eye mitter, a 16mm. motion picture Bozell & Jacobs to handle its ad- greatest industrial area 


, month in defiance of a strike of |" ". ; ; ‘Heads Cancer Publicity ee hs - = 
e editorial department and three | projector and aé_ special video vertising. Business papers will be —the Central West. 
7 


business news in the nation’s 


|camera for pickup from film. |_ American Cancer Society, New | used. 
echanical unions—on March 17 | York, has appointed James S. — 


t the streets carrying a full quota . . . ‘ Hauck as national director of pub- ‘ ‘ 
‘ local display advertising. McLaughlin Joins WHC licity. Mr. Hauck has served as Form Design Firm 


7 
: % : ei ; Richard E. McLaughlin, ‘for-|an account executive with N. W. Walter Baermann and Marc Peter | Ch; 4 al 
; Threats of x92 ert merly in the advertising depart-| Ayer & Son, vice-president of | Jr. have resigned as design direc-| Ifago ourn 
om unions again % ©"\ment of Lever Bros. Company,| Lehn & Fink Products Corpora-| tors for Norman Bel Geddes & Co., | of Com ¢ B 
| merce | 


\vertised came immediately from | Cambridge, Mass., has joined tion, and advertising director of New York industrial design firm, | 
c10 and AFL unions, with an or-|Woman’s Home Companion as Schenley Distillers Corporation. to form Baermann & Peter, with | 
2zanized campaign due to start im-| Boston representative. He was district promotion direc- | offices at 317 E. 51st St. 

nediately among 50,000 area union 
nen to cancel charge accounts and | 
efuse patronage of stores which 
idvertised. 

The paper jumped to 18 pages 
highest point since it breached 
he strike Feb. 17. The paper, 
hich had first run only 8 pages, 
umped to 16 last week when na- 
ional ads appeared. Saturday 
ight the News reduced to 10) 
ages, withdrawing national ads. | 


Charges Ads Misused 


Withdrawal of the national “te 
rom the Daily News columns fol- | 
owed charges by Herman Green- | 
erg, president of the Western | 
Massachusetts CIO Council, that | 
ational advertisers and agencies | 
ad said the ads were placed in| 
bdvance for use after settlement | 
'E Bf the strike; had not been author- | 
zed for use now, and would not 
ve paid for. 
Threats of a general strike have 
een voiced by union leaders, 
vho have protested police action 
1 breaching picket lines. Police 
‘ted when hundreds of pickets, in | 
mass demonstration last week, | 
York Jobbed the plant and tried to pre- | 
—— ent circulation department trucks 
—__ mom leaving. In the clash be- 
| veen police and pickets, four 
| trikers were arrested for breach 


f the peace. 


sil Management Split? 


_ al \f The Morning Union, another of ad 
efer |Mhe four jointly -owned newspa- 
1 or |Mers, has also reappeared, giving d 712 ' 
ned he city its first morning paper in 


ve months, but thus far it is run- 
ing about 10 pages and using 


nted (eassified advertising only. 
In the meantime, there are per- OU O TQAOULE 
| eee 


stent rumors of a secret meeting 


vee 


it | 1 Boston of stockholders of the 
—— ur associated papers, at which 
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Names New Agency 


Dermetics, Inc., New York, has 
moved its account from Kudner 
Agency to Wortman, Barton & 
Goold, where it will step up ad- 
vertising this year by about 20% 
over the 1946 campaign. Robert C. 
Spohn, vice-president at WB&B, 
and advertising director of Der- 
metics about eight years ago, will 
handle the account. National 
magazines will be scheduled, sup- 
plemented by cooperative news- 
paper and spot radio campaigns. 


Holley Agency Moves 

Robert Holley & Co., New York 
agency, has moved its offices from 
the RKO building, 
Center, to 236 W. 55th St., New 
York. 


Rockefeller 


The HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


Thef@ is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


'U. S. Shoppers Urged 
to ‘Pick Cotton’ 


Shoppers will be urged to “Pick 
Cotton” when nationwide observ- 
ance of National Cotton Week gets 
under way May 19, sponsored 
through May 24 by the Cotton- 
Textile Institute and National Cot- 
ton Council, New York. The cot- 
ton industry points out that pro- 
duction of cotton textiles has heen 
rising since last April and is now 
proceeding at the rate of above 
10 billion yards annually. 

Since its inauguration in 1931, 
store support of National Cotton 
Week has risen from 30,000 retail 
units to more than 100,000 dry 
goods and department stores and 
specialty shops. Posters and lit- 
erature promoting new cotton 
merchandise are being distributed 
to these stores in connection with 
the event. 


Downes Joins CED 


Charles Downes, editor of Dis- 
tribution Age, New York, since 
1943, has resigned to become man- 
aging editor of the CED Digest, 
of the Committee for Economic 
Development, New York. 


€ 


WASHINGTON—Department store 
sales in the U. S. the week ending 
March 8 were 9% above those in 


the first week of March last year, | 


the Federal Reserve Board re- 
ports. The year-to-year gain the 
previous week had been 10%. 

Gains included a 20% 
volume increase in the Philadel- 
phia (third) district. The Dallas 
(11th) district had a 2% loss. 

Among the _ cities reporting, 
Dallas’ 11% sales decline from a 
year ago was the greatest loss 
shown, except for a 20% drop in 
Syracuse caused by a snow storm. 
New Orleans’ 30% and Denver’s 
29% increases were greatest 
among the cities. 

The reserve board year-to-year 
percentage gains for the latest two 
weeks, and Department of Com- 
merce index figures showing dollar 


tinguishing native lustre about them which cannot be 


ee 
Lis and sincerity have a certain dis- 


perfectly counterfeited; they are like fire and flame, 


that cannot be painted.” 


—FRANKLIN. 


Printing Plates Research, Inc., consisting of nine- 


teen members, is an organization sponsoring an 


effective study towards the developments and 


improvements in electrotype production. * Among 


the noteworthy contributions of this organization 
has been the research devoted to the develop- 
ment of thermoplastic moulding—proving the 
superiority and advantages of the Vinylite process 
over other moulding methods. Such advantages as 
accuracy of reproduction, duplication of electros from 
one mould, lack of distortion, indefinite storage of 
moulds and lightness for shipping. * Partridge & 


Anderson is a member of Printing Plates Research, 


Inc. As such P&A is in the position to pass on to 


customers the benefits provided by this research. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS + MATRICE MAKERS » STEREOTYPERS 


> 


a : : Bx: faa 
a ‘t eee wa 


Federal Reserve Figures on Department Store Sales 


dollar | 


—s 


volume of sales from week to week 
this year, indicate the usual in- 
creases in sales during the Easter 


DEPARTMENT STORE 
~ SALES INDEX 


1935-39 EQUALS 100 


Week of Mar. 8, °47*. .254 
Week of Mar. 1, °47* . .232 §: 
Month of Feb. *47....270 § 
Month of Feb. °46....251 | 
Month of Jan. °47 


*Not Adjusted Seasonally. 


A 


4a 


season but a probable decline in 
unit sales volume, because of price 
increases since a year ago. 
% Gain Over Same 
Period Year Before 


Year Mo. Week 
Federal Reserve Mar. 
district and city 1946) Jan, 8 
| UNITED STATES... 27 17 9 
Boston District ... 26 15 9 
New Haven ..... 27 14 4 
a aa a 26 16 11 
Springfleld ...... 20 11 3 
Providence ..... 23 5 8 
New York District. 50 18 S 
POOWETE © i465 ss 30 14 S 
Buffalo er 9 13 - 
New York Rat 29 19 12 
Rochester see ae 16 2 
BYTACUNG «656 fis es 38 29 20 
Philadelphia Dist... 25 1% 20 
Philadelphia .... 25 18 22 
Cleveland) District. 25 16 10 
ye ere 1% X $ 
Cincinnati ...... 31 1 9 
Cleveland ....... 39 15 12 
COMMER: i425 66 29 12 10 
co). ere S| 15 9 
Pitteburegn ...... 7 0 19 13 
Richmond District. 21 11 S 
Washington .... 17 ) 6 
Baltimore ...«:..33 12 12 
Atlanta District... 26 11 7 
Birmingham .... 23 i be 
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a ere 32 1 
RAIOMEE. pics icnce B89 7 
New Orleans .... 26 19 
Nashville ..6...:. 36 15 f 
Chicago District .. 29 17 
ET eee 29 14 
Indianapolis .... 25 15 
a Ee ae 27 23 
Milwaukee ...... 32 10 
St. Louis Distriet.. 29 19 
Lattice Rock ..«... 20 24 
Louisville ....... 30 15 
a ee 30 21 
MGmOnIsS .....<++ 89 13 | 
| Minneapolis Dist... 33 23 * 
Minneapolis .... ¢ 3 24 ’ 
a Eres 5 27 ‘ 
Duluth-Superior 25 18 * 
| Kansas City Dist... 25 14 
ESMNWG? 6.nins cscs, OO 27 
Wk eee 17 3 
Kansas City .... 25 6 
st. Joseph «...... 38 6 
Oklahoma City .. 19 5 
cS ee ae 22 11 
Dallas District .... 28 20 
2 eee rre 31 19 
Pore WOrte. ..4:.. 24 22 
FROUBtON fic vaccs 3 30 
San Antonio .... 27 16 1 
San Francisco Dist. 25 18 l 
Los Angeles Area 29 21 
OOMIGMEE 6.530 & 403% 20 20 
San Francisco ,. 20 13 ] 
POPCIRMG. 6668 <6 26 18 l 
Salt Lake City 30 26 4 
BOGtCIO aici weeiené 19 14 li 


*Data not available. 


NIAA Sponsors Exhibit 


A contest to select the outstand- 
ing industrial advertising panels 
will be featured at the 1947 Na- 
/tional Industrial Advertisers As- 
'sociation’s Silver Anniversary Con- 
ference in Milwaukee, June 15-18. 
All members of NIAA and com- 
panies represented by active mem- 
bers are eligible. A new class 
comprising industrial catalogs and 
sales literature has been added to 
the usual product, institutional and 
direct mail classifications of the 


contest, which closes at midnight,# 


June 1. 


Appoints Hedley 

David H. Hedley, formerly in 
charge of advertising promotion 
of the Philadelphia Record, has 
been appointed promotion man- 
ager of Cosmopolitan, New York 


k 


folks spend $52,942,000 at 


but the wrong approach! 


This suspicious character wants his product known in 
Lawrence homes, for he has rightly heard that Lawrence 


gain entrance into 95 out of every 100 Lawrence homes 
is to put an eye-opening ad into the Daily Eagle and 
Evening Tribune. Only daily newspapers devoted ex- 
clusively to this lucrative market. Try them for results! 


the right idea... 


[iy IA Wie yl 
a 


means amas) 


retail. The quickest way to 


Lawrence . . . the friendliest city in the U.S.A. 

aA? PR. bcs cbc pabddaasmes 85,603 

{ = aw Greater Lawrence ............ 128,619 
\ Total Buying Income.......... $90,480,000* 

\ oe eS See ere $14,654,000* 


*Sales Management estimates 


Serving hundreds of national advertisers 


_ LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES | 
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rigid Freeze 
ets $400,000 
itaVision Push 


New YorK—What is believed to 
e the largest photographic display 
ontract on record has been signed 

the Refrigeration Corporation 
¢ America and International Vita- 
‘ision Corporation, the supplier. 

More than $400,000 is involved 
. the initial order which launches 
.e new line of Frigid Freeze retail 
ozen food cabinets. This amount 

es not cover especially designed 
uperstructures to accommodate 
nd provide backlighting for the 
itaVision transparencies, which 
ffer full-color, three-dimensional 
’ Bhotographs without the aid of 
,. fiewing devices. Pictures will dis- 
11 fRlay the food of all packers using 
rigid Freeze at nominal extra 
st. 

13 VitaVision is a development of 

’ flhe Depthographic process, and is 
!" Based on more than 60 patents, 

argely the work of Dr. Clarence 
Vv. Kanolt, inventor, and Ernest 
Draper, authority on table model 
t hhotography. More than $1,000,- 
ind- P00 has been spent in its develop- 


nels nent. 
pa Employs New Camera 
Son-§ Photographed by a newly de- 


~ 18. reloped camera which is able par- 
om-Fially to “surround” its subject, 
em- §. rar . * ‘ 
sass itaVision can combine an infinite 
andpumber of individual photographs 
dtopn the same plate. A fine line 
and§creen separates these photographs 
theo that the viewer is unable, at 
ight,Bny point of vision, to see any 
late with both eyes. He there- 

re sees the actual dimension of 
he object photographed with 
tartling reality. 

Unlike the diorama, which is 
hysically three-dimensional, Vita- 
ision can be viewed perfectly 
iroughout 157 degrees of the 180- 
egree viewing arc. Its chief 
sage to date has been in indi- 
idual, small-size retail displays, 
Ithough larger sizes up to 30x40 
nches are now possible. 
VitaVision clients include Wyeth 
hemical, National Dairy, Reed & 
barton, Schenley, Bauman Massa, 
Bibby, McNeill & Libby, Bankette, 
ities Service, Champion spark- 
lugs, Esslinger, Commercial In- 
estment Trust, Blatz, “21” Brands, 
arland, Elizabeth Arden, Hyde 
ark, Vaculator, United Airlines, 
alstaff Brewing and International 
hoe. 

VitaVision is a subsidiary of the 
jorld Wide Development Cor- 
oration, with sales 
trative offices and showrooms at 
e World Wide building, 487 Park 
ve. Studio and plant are located 
1 Long Island City. 


ratt & Whitney 
ames PR Staff 


George E. Slye, publicity rep- 
sentative of Pratt & Whitney 
ircraft division of United Air- 
att Corporation, East Hartford, 
onn., since October, 1944, has 
€n appointed to the new posi-| 
On of public relations manager 
he division. 

Donald W. Lee and Ruth E. 
leids have joined the division’s 
i5lic relations staff. Mr. Lee will 
' become managing editor of 
wer Plant,” the division’s em- 
e newspaper. 


ins Tracy-Robinson 


‘Ohn Pheatt, formerly writer- 

ntact executive with Carl Byoir 

Associates, and with Johns- 

ville Company, has joined 

ricy-Robinson, New York public 

°¢ ‘.tlons organization, in the same 
bh} acity. 


> Beaumont & Hohman 


roadcast Equipment division of 
theon Mfg. Corporation has 
ed Beaumont & Hohman, Chi- 

to handle its advertising. 
ness papers will be used. 


and admin-| 


Allen Consolidates 


| R. C. Allen Business Machines, 
|Inc., has been formed in Grand 
| Rapids, Mich., to succeed several 
jof the Allen companies (Allen 
Calculators, Inc., R. C. Allen Prod- 
| ucts, Universal Cash Register 
|'Company and Allen Realty Cor- 
|poration), formerly operated as 
separate corporations. 


Promotes Batenburg 


Michael J. Batenburg, manager 
of sales service for the paint divi- 
sion, has been appointed manager 
of the paint advertising of the 
Pittsburgh Plate Glass Company, 
succeeding the late Edward J. 
Allee. 


Appoints Fox A. M. 

Ruth M. Fox, formerly with 
|E. W. Edwards & Son, Syracuse, 
‘has been appointed advertising 
manager of Fowler, Dick & 
Walker, Binghamton, N. Y., de- 
partment store. 


Paris Newspaper 
Strike Ended 


Partis—The month-old newspa- | 


per strike here, which caused sus- 
pension of virtually all Paris pa- 
pers, ended March 15 when print- 
ing trade workers agreed to return 


;whom the wage demands 
actually secondary. 


were 


Utilitray to Seidel 


Seidel Advertising Agency, New 
York, has been appointed to di- 
rect the advertising of Utilitray | 
Corporation, Northport, N. Y.. 
Newspapers in about 60 cities will | 


the reorganization of its sales de- 
partment. George W. Staples, 
service engineer in the New York 
territory, succeeds Mr. Helfer as 
New York district manager. 


Austin Joins BBDO 


Eugene Austin, formerly with 
Western Agency, Inc., Seattle, has 


to work under virtually the same | be used to promote its new plastic | joined Batten, Barton, Durstine & 


conditions which prevailed before 
the walkout. Although employes 
were granted a 17% wage increase, 
the work week was extended from 
six to seven days. 

Premier Paul Ramadier refused 
to ratify the agreement on the 
ground that it was in opposition to 
the government policy of prevent- 
ing wage increases as an anti-in- 
flationary measure. 


Earlier the strike reportedly was 
supported by former employes of | 


collaborationist newspapers who 
were allegedly anxious to re- 
establish those newspapers and to 


“clip-on” 
order. 


tray—selling via mail 


Brewery Names Ensign _ 


| 
| Homestead Brewery, Homestead, | 
| Pa., maker of Hofbrau and Heigh | 
| Ho beer, has placed its advertising | 
with F. A. Ensign Advertising | 
Agency, Pittsburgh. Radio and/| 
outdoor advertising will be used. 


| 
Seiberling Promotes | 
Seiberling Rubber Company, | 
|Akron, has promoted Oscar Hel- | 
fer, district manager in New York, | 
| to the new position of director of 
| sales operations, Akron, as part of 


Osborn, Los Angeles, as account 
executive. 


DAY AND 
POINT - OF - 


ADVERTI 


In RADIANT 


COLORS 


@ BLACK LIGHT ACTIVATION @ 


DIMENSIONAL BRILLIANT 
FULL COLOR RANGE 


White for complete information 
VELVETONE COMPANY 


108 DAVIS STREET, SAN FRANCISCO 


when The Sun published a picture page of gift 


...and in Chicago, the big day was December 17 


possibilities—pups in five local animal shelters, 


available for a fee of six or seven dollars. 


On the evening before, after the bulldog ( First 
Edition ) was out, the routine of the newsroom 
was ruffled by more than 300 phone calls from 
aspiring readers who (A) were reasonably sure 


they spotted a lost pet, or (B) wanted priorities 


Viola Larsen Shelter left the receiver off the 
hook after 48 calls, and (quote) placed 17 dogs 
right away with lovely families (end quote) ... 

Fitial score: 1500 calls, 378 liabilities taken over 
by Sun readers (at $6.00 or $7.00 per liability). 


SoMETIMES, in Our unprejudiced opinion, it 


the Sun... 


never get together in effective action . 


seems as if all the best people in Chicago read 
. In any big city, the majority of the 
inhabitants are usually complacent or apathetic, 


parasites on the body politic. They beef, but 


.. Sun 


for the pups pictured . . . The discussions about 
dogs almost delayed the second edition, and 
Martin Downey, dog watch editor (no fooling!) 
who checks in at midnight had his ears bent by 
late phoning dog lovers until dawn. Apparently 
sleep never sets on some Sun readers. (adv.) 


Next MorRNING the dog shelters were deluged. 
The Anti-Crucelty Society had 3 


letters, 51 dogs adopted, all kennels empty by 


calls and 45 


Christmas Eve. 

North Side Animal Shelter reported morc 
than 200 inquiries, and 157 inmates installed in 
domestic institutions before Santa Claus came. 


The Animal Welfare League Refuge tallied 


J 


300 calls, best placement record in its history. 


readers, however, have sense and sensibilities, 
back their principles with punch. ‘They wanted 
the Sun, support it, give it their confidence and 
respect ... and their interest in the Sun extends 
to the advertising. 

Only five years old, The Sun has proved itself 
a major producer for many Chicago retailers... 
carrics a substantial load for department stores 

. Tan more than 

And while the Sun’s 3 


reach all of the Chicago market. . 


13,5 lines in 1946. 
circulation doesn’t 
. you can't 


reach all or the best of Chicago without it! 


e CHICAGO SUN 


4 West Madison Street, Chicago 6, Il. 
25 Paik \vonue, New York _N se 
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!known, it is chartered under the 
" ‘laws of Illinois, to independently 
of Alcohol Question | collect, correlate and disseminate 
To the Editor: The American | information regarding alcohol and 
Business Men’s Research Founda-| alcoholic products, their manufac- 
tion was paid a high, though ture, sale and use for beverage, in- 
slightly inaccurate, compliment, in| dustrial or other purposes and 
your story from New York, March |their relation to the health and 
3, Page 53, entitled “Liquor In-| well-being of the people of the 
dustry to ‘Nail Dry Lies’ in Super | United States. 

Campaign.” 
May we state the facts, briefly: | Licensed Beverage Industries, Inc., 
The American Business Men’s|as planning a campaign on the 

Research Foundation is a _ fact- over-all theme “Let’s Stick to the 


finding, not a propaganda organ- | Facts,” and listing some eight 


Gives Foundation’s Side 


Your New York story quotes) 


This department is a reader’s forum. Letters are welcome. 


plode many claims officially made 
by Licensed Beverage Industries, 
Inc., which it has done publicly 


and to which no satisfactory reply | 


has ever been made by that or- 
ganization. 

The American Business Men’s 
Research Foundation is interested 


in but one thing, namely, the Truth | 


about the alcohol problem, con- 


sidered scientifically, socially, and | 
We welcome any Co- | 
operation to that end, from what- | 
ever source, but we shall continue | 
'to challenge and point out discrep- 


industrially. 


ization, in the field of the Alcohol | claims illegitimately made on be-|ancies, half-truths, and misstate- 
Problem. The foundation is not} half of the Drys which it proceeds |ments whenever and wherever 


connected, in any way, and neither | to briefly answer. 
sponsored nor supervised by the As a matter of fact, the founda- 
two organizations mentioned—the|tion is neither the source nor 
WCTU and the Methodist Board! author of any of these claims, but 
of Temperance and Public Morals; on the other hand, 


| 


they transpire. 

May we make one further cor- 
rection of your New York story. 
The factual material in textual and 


it has had | visual form, which the foundation 


—nor any other group. As is well) ample reason to analyze and ex- has, for 17 years, prepared and 


= 


r 


Irculation 


WEEKDAY 


5-day average net paid 


SUNDAY 


average net paid 


Che New Pork Gimes 


““4LL THE NEWS THAT’S FIT TO PRINT”? 


published, has always been made 
available by the foundation to the 


public without charge or obliga- | ness particularly is “a profit n 


tion, but as a result of this purely 
not-for-profit service, self-formed 
citizens’ committees in some 7,000 
towns and cities have used the 
foundation’s material in the form 
of advertising, paid for by these 
local groups, in their respective 
community newspapers, and the 
demand for this material is con- 
'stantly increasing. 

No statement published as fact 
by the foundation has ever been 
successfully refuted. 

FreED D. L. SQUIRES, 

Director of Research, Ameri- 

can Business Men’s Research 

Foundation, Chicago. 
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Worrier Wants to Share 


To the Editor: I note the story 
|in your March 3 issue to the effect 
| that the liquor industry is out with 
a campaign to nail the lies of the 
drys, or some such purpose. 
Maybe while the industry is en- 
gaged in this effort they might 
study the crime stories in the daily 
papers — something I have been 
doing for some months. My 
studies in the Chicago dailies lead 
me to say that 90% of the crimes 
'or even more, written up in the 
Chicago dailies refer in one way 
or another to a round of taverns 


—a few drinks — drinking — and | 
I don’t imagine | 


other such items. 
that those statements are false— 
and I do think they are worth 


speaking about when we consider | 


crime in 
a new high—rape, 


that practically every 
1946 reached 
murders, etc. 


I think there is something to 


worry about at a time when juve- | 


Advertising Age, March 24, | 


sists that business is exploitive jy 
| the meanest sense; that big biisj 


Ke 
|ing machine, which, like an e!oc¢_ 
|tric saw, will as quickly cut ‘he 
| hand that feeds it.” Although sich 
beliefs on the part of many indj- 
viduals may be attributed to envy 


|}and an expression of self-interest. 
'there is room to believe that ‘he 
| corporation structure does not aije- 
| quately provide for the exercis«: of 
|conscience. Although the con/\ict 
| between self-interest and con 
| science is perpetual in most indj 
| viduals, around the directors’ tabl¢ 
{conscience is too often sheathe 
/as “impractical.” 

Having spent some 20 years j 
|sales and sales executive capaci 
| ties, I like to define salesmanshiy 
as the art of influencing the actions 
of others, with a constructive pur 
pose for all concerned. Busines 


dvertising 


orking wi 


Henry, the s 
for Modern 


fact, we 
on oursel 
ect of the 


story in whi 


s effective 
ie new adi 
Mr. Hugh 


ful job in a 


<eiting ché 
lace at Fo 
half. His 


that I have 


ind certain] 
arlier effor 

I hope thé 
ontinue to. 
ustrial jou 


Industrial 
Modern I 


nile delinquency has reached rec- | 


ord heights, and figures show we 
spend more than three times as 
much for booze as for education. 
These are things that ought to 


concern every thinking American | 


who looks ahead to the problems 
of tomorrow. 
H. E. Burton, 
Chicago. 
~~ 2. 

Says ‘Being’ Right 
Is Goal for Business 

To the Editor: I always enjoy 
ADVERTISING AGE’S N@wsy por- 
trayal of the business’ world. 
Though most publications are re- 
luctant to reveal the sordid phases 
of business, 
Ford’s “change of heart’ is en- 
couraging in indicating the need 
for such change. 


|} man. 


in its many ramifications influ: : 

ences a lot of people. Proper}; Quick A 
conducted, it should be a trust-€ To the E 
worthy, wholesome influence. in Detroit 


Builders S 
(March 3), 
the office o 
Mr. Arnolc 
Inc., who ar 
with us, cal 
story on tk 
morning’s A 


Although the publicity phases o/ 
public relations are given major 
significance, a public relations de- 
partment can be more effective if 
it first seeks to uncover and cor- 
rect the causes of distrust and ill- 
will. It is not a job for a “yes” 


H. C. FLYnNn, you a lot fe 
New Rochelle, N. Y. fijust to show 
— AGE must k 


on Monday 
than 15 call 
in the busir 


AA Goes to College 


To the Editor: I shall appreciate 


for instructional use a copy of Our acce) 
Haire Publishing Company’s “Agshow was \ 
Planned Public Relations ProgramfJdeeply grat 
| for America’s’ Retailers.’ Thegfassociation 1 
offer was made in ADVERTISING@gWe were | 
AGE of Jan. 27, 1947, P. 12. Saturday, t 
My students of advertising readffmomes and 
ADVERTISING AGE consistently and@interest tha 
| secure a very good introduction t@the show. 
contemporary personalities and It still s 
statements of events and _ prob true 
lems. I would not feel that yu I 


your treatment of | 


Although I am not specifically | 


concerned with Ford operations, 
past or present, all of us have a 
stake in the improvement of busi- 
ness methods and ethics. True, it 
is difficult to distinguish that which 
is sincere from that which is clever 


propaganda. However, we can 
hope the time will come when 
business men as a whole will | 


recognize the practicality of being 
right as compared with appearing 
right. 

General distrust of business may 
be 
the dictionaries’ definition of sell- 
ing as “to betray for pecuniary 
reward.” Even though all busi- 
ness has something to sell, it is 
unfortunate that its conduct should 
support any continued belief that 
it involves some element of be- 
trayal. 

The Bristol Mfg. Company may 
have the right idea in appointing 
a minister vice-president in 
charge of Christian relations: how- 
ever, whether a minister or a lay- 
man of similar convictions be ap- 
pointed to such responsibilities, its 
merit is better measured by the 
uppointee’s influence manage- 
ment than his on the 
public. 

We rather pride ourselves on 
being a Christian nation, and busi- 
publicly supports the phil- 
osophy of “He prospers most who 
serves best.” Yet the belief per- 


as 


on 
influence 


ness 


founded on the same basis as | 


Director o 
Planners, 


have a major responsibility in th 
field of advertising education, bu 
we in the “hinterlands” are ver 
fortunate to have such a publica 
tion for instructional purposes 
I am sure you must have carrie 
in your columns at one time 0 
another mention of them, but 
am getting a lot of good from th 
Department of Commerce's serie 
on the establishment and _ opera 
tion of retail businesses. For th 
student and for the newcomer t 
retail advertising they offer fin 
condensations of accounts’ opera 
tions and problems. 


Table Ce 


for Bismc 

To the Exc 
iberty of ; 
hotel prom« 
create good 
Hotel whic 
and is crea’ 
est among f 
the Walnut 

The table 


inal idea, b 

. Ep Ducan, struction of 
Assistant Professor, Montana nique. To 
State University School ol tongue in t 
Journalism, Missoula. side and or 
v,vy¢ vou have t 


Sram and ¢ 


Beautiful Goods—But fii. cuovest, 


To the Editor: Herewith 1s @seng one o 
clipping taken from the 100 veal; your frie 
ago column of the Ark«nsGBaddresses y 
Gazette, Little Rock. This if the tabl 


rather interesting little item an 
we thought it might appeal to yol 

“Accidentally stepping into th 
store of Messrs. Tucker and Hall 
ilton a few days ago we oun 
their shelves crowded with a )eal 
tiful and extensive stock of ne’ 
goods—but as they do not a ive! 


name of the 
attractively 
Velope, pay 
the mail 
We think 
iss it alor 
have you 


; JA 
omg we do not deem it pro} Advertisi! 
to recommend their store t marek He 
patronage of our friends, if 
can make as good bargains es¢®, 
where. Our rule is, to patron Vants D 
those who patronize us. (Fe 2) Incluc 
1847.) Ww seal lo the ] 
VALLACE WITME e we not 
Wallace Witmer Compa St * ahein 
nt store 
Memphis. red by 
vey ard 
. ’ ‘ | , 
Cites ‘Masterful Job + a Woe 
i sine = ‘ Cts migh’ 
To the Editor: Congratul Charl ‘ 
g arles 
to you and Mr. Hughes on ae 
_ a ‘ ‘ us city i: 
fine presentation of the > wt 
. ; ports 
Motor Company story. . . 
. vai al Reser 
I have been familiar wit ; 
3 ‘ : . der the ] 
Ford operation for a good a 
your coo] 
years and have only recently 
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™ orking with some of the new would be very much appreciated , “over 21% of America’s homes Deepfreeze Appoints Names Hutzler Agency 
vigj-gilenry, the second, team on stories’ and we would welcome your com-_ lack electricity. eebteenen divlal a ie puke Contt Cormeen. Sede 
\<_[for Modern Industry. As a matter | ments. Not only have two advertisers | py cauets Cor aden” Nor Otor ree eee oe 
I : . : ; ott poration, North Chi- manufacturer of auto seat covers, 

C~ fact, we are planning a story P WittiaM E. GROSE, taken entirely opposite tacks in cago, Ill., has appointed B. G. has placed its advertising with 
‘hegeoon ourselves on a different as-| National Advertising Manager, | their copy, but Kearney & Trecker | Sanderson regional sales manager Hutzler Advertising Agency, Day- 
chgpect of the Ford operation, but a Charleston Gazette, Charles- would lead us to believe that less | for the western states. His offices ton. 
jg tory in which I hope that we can ton, W. Va. ‘than 79% of America’s homes} will be located in the Western 
vgs pens A = the bs lg of | (Rktiod’s Mate: All cities chown | Bay ve ~ (Kearney & Trecker’s | Merchandise Mart, San Francisco. 
og gine new a ministration there. | i: time tome : ad ails to give the source of its) —— f 
he ng ip mgs a monet eng reports is essen sek figures. ) = « > Stuart Names Dykstra e IN SECT IcoD 4a 
ley Ul 208 38 Seeurasesy SeneeNn €\tion. Charleston is apparently | : ee Ss. SASS, Edward F. Dykstra, formerly of y= Lael Sr Ee seavalhigon 
ofg:xciting changes that have taken) jown on monthly, but br prsione ad Public Relations Director, | standard Safety Equipment Com- arr ys OF Cae SONG POA 
jictfvlace at Ford in the last year and | po oorts, | _ G. M. Basford Company, New | pany, Chicago, has been appointed ERR (NESS ¥ = 
cong: half. His story is by far the best | sss York. advertising and sales promotion | fE oe Rot Ge Tes ale 
ndigtnat I have seen on the subject re) S ee . y 2 , /manager of D. A. Stuart Oil Com- ( ee ANT (| Le 
fablag and certainly is far superior to the ne Sees the Hole, He Learned on Tapioca pany, Chicago, manufacturer of ot 0 ; — | 
theqg catlier effort of Life. The Other the Doughnut To the Editor: AA of Feb. 17| ‘Utting fluids and lubricants. <\ {| span = 
I hope that ADVERTISING AGE Can) To the Editor: I thought the| headlines with pix that General ; Yh bep Uses 
's jygcontinue to give us this type of in-| enclosed ads might scan you. | Foods is launching newspaper copy Names Rumrill Agency KY 
Daci ustrial journalism. We have prepared the General| through Y&R on “Minute pota- Rome Cable Company, Rome, 
shir Kirk EARNSHAW, ‘Electric ad, using the statement) toes,” accompanied by a 2-cent| N. Y., has named Charles L. Rum-| ° 
tiongf Industrial Relations Editor, |“over 84% of America’s homes|sale introductory offer. I’d say | rill = ae igen erry re gy es oye, 
pur Modern Industry, New York. | have it,’ based on the 1944 esti- | that results depend on how John anon,” ae _ ¢ 
ines ‘7 nce of a ae oe eee | pag er : gg Rigor gl pr ——— 
nflu4 " ° tates, made by the ison Elec- ou an now it, but wi e | 
perls Quick Action tric Institute. At the same time,) masses grasp it?! Cowan Elects Rosenwald qubie 
rust’ To the Editor: I arrived back| we notice a current ad in Fortune | R. H. Ewrnc Jr., Edward eset pa for several ene 
in Detroit from the National} of Kearney & Trecker Corporation, Editor, “Aluminum Progress,” Siow yn lnceo oxy New York ye woe 
es offBuilders Show this morning | stressing that America is a “have Reynolds Metals Company, | peen pe ot ” sien ceueadaas of | {Wish the boss would advertise on WFDF 
: ’ : ” . . Senet Flint the louse!” 
najorg(March 3), and I hadn’t been in| not” nation, and asserting that) Louisville. ‘Louis G. Cowan, Inc., New York. 
s de-Ithe office over 10 minutes before | 
ve iffMr. Arnold, of Arnold-Powers, | 
cor-[Inc., who are in the same building | 
d ill-fwith us, came in to show me the, 
“‘yes'Istory on the front page of this | 
morning’s ADVERTISING AGE. Thank | 
: you a lot for the swell boost, and | 
Y. Jijust to show you that ADVERTISING 
Ace must be the first thing read « (e4 
on Monday morning, I had no less Fe) 
than 15 calls from friends of mine 
scjategin the business before 10 a.m. > 
yy off Our acceptance at the builders P- 6 
s “Affshow was wonderful and we are ° 
gramgdeeply grateful. Three different > Q 
Thegassociation members told me when ; 
risina@g\we were packing up to leave e 
Saturday, that our scale model e 
homes and display created more ; 


y andginterest than any other thing at 
ion tagthe show. 
‘ It still seems too good to be 


_ vif Wants Dept. Store List 


true 
DEAN H. ROBINSON, 
Director of Distribution, Home 
Planners, Inc., Detroit. 


. ¥ ¥ 


Table Card a Success 


for Bismarck Hotel 

To the Editor: I am taking the 
iberty of sending you a simple 
hotel promotion plan designed to 
create good will for the Bismarck 
Hotel which is self-explanatory, 
and is creating widespread inter- 
est among friends of our guests in 
the Walnut and Tavern Rooms. 

The table card is not an orig- 
inal idea, but we believe the con- 
struction of the tent idea is rather 
nique. To set it up, insert the 
tongue in the slot from the out- 
side and on one side of the card 
vou have the entertainment pro- 
Sram and on the reverse side is 
the suggestion to request that we 
send one of our menus to a few 
of your friends whose names and 
addresses you write on the inside 
i the table card. We type the 
name of the sender, enclose in the 
altractively printed mailing en- 
Velope, pay the postage and place 

the mail. 

We think enough of the idea to 

ss it along, and shall be happy 

have your comments. 

JAMES H. BRUNDAGE, 
Advertising Manager, Bis- 
marek Hotel, Chicago. 


7, fe 


2 Include Charleston 
Editor: From time to 
e we notice you publish depart- 
ent store figures as pre- 
red by Federal Reserve 
ard. 


To the 


sales 


the 


1 am wondering what the pros- 


1 cts might be for your includ- 

. g Charleston in your tabulations. 
his city is carried regularly on 
€ reports sent out by the Fed- 

t al Reserve Board and listed 
der the Richmond District. 


Your cooperation along this line 


pad 


PARENTS' MAGAZINE and only Parents' Magazine concentrates all its 
readership in the families-with-children market . . . the market 
that buys 59.5% of all articles of wear bought in the United States 


—with an average annual expenditure per family of $288.30. 


Not 


only do the families in this market buy the most apparel, they also 
buy the most food, the most drugs, the most home furnishings—in 
fact, the most of all types of goods consumed in daily living. 


The PARENTS’ SEAL inspires 
confidence and increases sales. 
Write for booklet explaining rules 
governing conditions and use. 


c OMMENDE o 


PARENTS 
MAGALINE 


——S— 


‘READ BY MORE THAN ONE MILLION FAMILIES WITH CHILDREN 


PARENTS’ MAGAZINE 
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» |Ad Guide Aimed 
at Small Firms 


New YorK—One of the few 
| books about advertising compiled 


\for use by small retail users has 
made its appearance in “Adver- 


'tising for Profit’ by William L. 


| Doremus, 


assistant professor of 


|marketing, New York University. 


In the volume Mr. 

1 takes up the details of such media 
'as handbills, their production and 
distribution; preparation of copy 


Doremus 


| for classified space, and numerous 


|other problems which plague the 
agi | small advertiser who is without 
extensive facilities. The book also 


‘treats publicity and how it should 


20s _| Company, 
CHICAGO 
NEW YORK 
LOS ANGELES 


month will 


publish 


be prepared and disseminated. 

Published by Pitman Publishing | 
2 W. 45th St., 
York, the book sells for $2. 


Publishes Drug Book 
5 D. Van Nostrand & Co. 


New 


this 
“Marketing 


| Drugs and Cosmetics,” a discussion 


z 
rn 


|of manufacturing and financing, | 
by Sidney Picker of Nationa! Mer- 
chandisers and lecturer in market- 
ing, New York University, and 
Louis Balder, associate professor 
of marketing. 


To Issue Railroad Book 


Fox-Shulman, Philadelphia pub- 
lisher, will issue the ‘1948 Model 
Railroad Annual” in June. It is 
said to be the first. encyclopedia, 
year book and index ever compiled 
for model railroad fans. 


MacMillan to O’Brien 


H. R. MacMillan Export Com- 
pany of Canada and its subsidi- 
aries, producers and exporters of 
forest products, have appointed 
O’Brien Gourlay Ltd., Vancouver, 
B. C., to handle their advertising. 
Brochures and trade publications 
in Canada, the U. S. and United 
Kingdom will be used. 


Cressman Joins Lees 


Wilmer D. Cressman has joined 
the promotion and commercial re- 
| Search department of James Lees 
|& Sons Company, Bridgeport, Pa. 
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THE SAN FRANCISCO EXAMINER 


FOR SIXTY YEARS NEWSPAPER NUMBER ONE IN NORTHERN CALIFORNIA 


BY 


THE 


HEARST 


ADVERTISING SERVICE 


ing 
Pa ee 


G. A. Richards, pres. of WJR, Detroit, WGAR, Cleveland, anc 
KMPC, Los Angeles, is in Los Angeles with his exec. assistant 
Harry Wismer, to supervise the opening activities of the newly in- 
stalled 50,000 watt operation at KMPC... 

Lloyd Maxwell, first vice-president of Roche, Williams & Clear) 
Chicago, was made an honorary professional member of the Walte 
Dill Scott chapter of Alpha Delta Sigma, ad fraternity, at a dinne 
held Feb. 28... 

Daughters are in style; Edward T. McCann Jr., member of th: 
sales staff of WCOP, Boston, has a new one, and so has Jack 
Roughan of the advertising staff of the Sun, Lowell, Mass... G. F. 
“Red” Bauer, sales 
mgr. of WINN, Louis- 
ville, has been named 
chairman of the pub- 
licity committee of 
the NAB’sseventh 
district. . . 

George W. Kleiser, 
chairman of Foster & 
Kleiser Co., San Fran- 
cisco, was given a 
Citizenship medal for 
distinguished civilian 
service on behalf of 
many public causes, 
including those of 
veterans, by the Cali- 
fornia department of 
the Veterans of For- 
eign Wars. . . William 
F. Malo, commercial 
mgr. of WDRC, Hart- 
ford, is observing his 
17th anniversary with 


the station. . Paul 

Morency, gen’l mgr. 

oan nag? Hartford, iS CHANGE THEIR PACE—Client Tom White, lett 
catured, with Mrs. president of Jensen Radio Mfg. Co., and his ad 
Evelyn Bingley, ON counsel, Burton Browne, head of the agency of that 
some wedding an- name, rest up after a Chicago winter by playing 
nouncements that cowboy at a dude ranch in Tucson. 
went out recently. 


The bride is from Oak Park, Ill... 

Murray Davis, Yankee Network sales account exec., is engaged 
to Helen Horwitz of Worcester, Mass. They are planning a June 
wedding. Another Yankee marriage planned for June will be that 
of Frank J. Keyes of the publicity dept. and Eileen Sullivan. . . 

The staff of Russell T. Gray, Inc.,.Chicago industrial ad agency, 
gave a party and a gold watch to W. J. Higgens, v.p. and art di- 
rector, not long ago, to celebrate his 25th year with the company. 
He is the oldest member of the staff in point of service... In Cin- 
cinnati, a 25-year man is Robert Marsh, v.p. of Compton Advertis- 
ing, who has worked on the Procter & Gamble account most of that 
time. And by coincidence, Cal J. McCarthy, v.p. of Ruthrauff & 
Ryan, New York, also is celebrating his 25th year with his agency, 
and he has been working on the Lever account about as long as 
Mr. Marsh has on P&G... 

“The Queen’s Falcon” is the title of a mystery by Ernest E. Blau, 
prom. mgr. of Woman’s Home Companion, just published by David 
McKay Co., Philadelphia. . And Hamilton Cochran of the ad 
and promotion staff of The Saturday Evening Post is the author o! 
a new historical novel called “Rogue’s Holiday,” published by 
Bobbs-Merrill. . . 

Two new tax exemptions—twin girls—arrived March 15 at Hol- 
lywood Hospital to make Jim Ward, pres. of Jim Ward & Co., 
Hollywood ad agency, happy. . . Involved in a new contract at 
Frederic Ziv & Co., Cincinnati transcription firm, are Fred Varnau, 
assistant to the sales mgr., and Beverly Showalter of the bookkeep- 
ing dept. They spent their honeymoon in New York. .. Carl Doty, 
of Hillman Periodicals’ sales dept., New York, and Julia Ransom 
Miller, Hillman’s beauty ed., were married March 7... 

At work on skits for the 13th annual all-woman Gridiron dinne! 
of the Women’s Ad Club of St. Louis scheduled for March 27 is 
Bea Adams, exec. v.p. of the Gardner ad agency and originator 0! 
the dinner. Proceeds go this year for the third time to the Barnard 
Free Skin & Cancer Hospital for cancer research. “Oh, Doctor” 
will be the title of the event. Jack Sexton, KMOX program di- 
rector, will direct the performance, and Mrs. Chester J. Bohn. 
home service director for Laclede Gas Light Co., is Gridiron chair- 
man... 

William H. Lieberson, exec. ed. of Fawcett comic books, and 
Jayne Burns Wolfe of New York were married recently. They’: 
making their home at the Mayflower Hotel. . . The three-year-old 
American Society of Magazine Photographers has elected Ike Vern 
as president for the coming year. . . F. B. Ryan Jr., Ruthrauff « 
Ryan president, scored an upset this month when he won the Na- 
tional Squash Tennis championship at the Columbia Club. Rep- 
resenting the Yale Club, Barry beat Willard K. Rice of the Harva1 
Club in straight games 17-16 and 18-15 in the finals of the nation: 
championship, which was resumed this year after a wartime la} 
off—quite a record, experts say, for a 4l-year-older who plays on! 
“week-end” squash... 

Wilson Crook celebrated the 25th anniversary of the Crook Ac- 
vertising Agency March 1. He’s the one who coined the sloga 
“It’s in Dallas,’ which gained wide usage in promotions by Dall 
firms. . Greenberg: Publisher, New York, has just turned oi 
“Successful Liquor Retailing,” a guide to successful package sto!’ 
and tavern operation, by co-authors Jack Hornsby, divisional sale 
manager of Schenley Distillers Corp., and Thomas S. Harringto», 
divisional sales manager of Three Feathers Distributors, a Schenle 
subsidiary... 

Publisher Carl Estes of the Longview Journal and News conneé 
a special 104-page March 2 issue of the paper as a patient in 
Dallas hospital, following a heart attack... 
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Should Maintain | Beyle-Midway Opens 
Sugar Controls, i ar an a age _— TESTS YOU 


p= ‘ |this month launched West Coast 
Confectioners Say /newspaper campaigns for three A N T R U S 7 
.|lawn and garden products. Sun- | 
Cutcaco—Although its members | day garden pages of 31 newspapers | 
robably would lose less if govern- in California, Oregon and Wash- 
ent controls of sugar were lifted, | ington are being used in a 10-week 
1e National Confectioners’ As- campaign for Snarol, featuring the | 
ociation placed full-page copy in| — Bags agen Naga -_ pose 
1e March issue of The American | Ridz fungicide, ach Br is to | 
‘ress advocating that controls be | the line, are being promoted in 4 


Test campaigns in South Bend, Indiana are revealing, ac- a 
curate, decisive. The people who live here buy here. It’s a 
one-newspaper market, covered to saturation by The South 
Bend Tribune. “Split runs” are yours at no extra cost. “Test 4 


i1aintained. i S j a ages mee . 

k The association also edvoceten |alama-aeels ae a Town, U.S. A.” is the market for tests you can trust. 
hat controls be placed under the) W. Earl Bothwell, Pittsburgh | 
urisdiction of the Secretary of and New York, is the agency. 
Agriculture since, it says, sugar is | nome 
in agricultural product. The sugar | Brand Stores to Move 
situation, it pointed out, contains | National Brands Stores will 
factors different from those pe-| move its Chicago office from 360 
culiar to rent and other phases of |N. Michigan Ave. to the Mallers 
housing. building, corner of Madison and 
Says the association, “Taking | Wabash, effective May 1. 
the lid off now won’t put more} 
sugar in the bowl.” It pointed out | Cooper & Crowe Moves 
that the 1947 crop is already| Cooper & Crowe Advertising has | 
planted and the amounts presum- | moved its offices from 221 Inter- 
ably known, and that higher prices | Urban building to 72 W. 2nd South, 
will not bring increased amounts | 5@!t Lake City. 
of sugar. 

The association said it is, in a 
sense, fighting the public’s battle. 
as well as its own. Candy and! 


confection manufacture accounts | 
' for only 6.4% of the nation’s sugar | 


-_ 
‘ 
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ae 
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STORY, BROOKS & FINLEY, INC., National Representative® 


consumption, while private homes 
and restaurants use 61.9% of the) 
supply. Other amounts are used | 
for baking, canning, preserving | 
and unnamed other processes. 

If the attitude of Congress is felt | 
eft, to be unfavorable following hear- | 
ac flings now going on, it is likely that | 


both 


hat the association will place addi- | 
'"$ tional copy. It also is probable | e 
that similar groups will allot) 
funds to support the campaign | Dro UC S a Nn | eas 
oq felong with the National Confec- | 
i tioners’ Association. 
” Leo Burnett Company is the! ° ° 
agency. | - in Washington, D. C. | 
Pi SUGAR BOOST SPURS i B, 
“’- BBAKERY PROMOTION _- 3 
in- New York—General Foods Cor- e 
tis- [§poration, with a wary eye on OPA | 
hat end the Department of Agricul-| 
' & ture, is starting a new promotion. | 
icy, @With more sugar available to| . 
as §housewives after April 1, its sales-~ | F ; a , 
men are distributing dealer helps | IRST paper in national advertising linage* in Washing- 
jau, promoting Swans Down cake flour, | , 
vid (Calumet baking powder and Walter | ton, D. C., for the full year 1946 was The Washington Post. 
ad Baker chocolate. 
r of Grocers are well aware, General | Was this because The Post carries so much institutional : 
by Foods reasons, that housewives | ae 
ill get 10 pounds for sugar stamp | advertising, addressed to Congress and the rest of official ‘ 
{ol- ffl instead of five, and that more | Washi > 4 
Co. fhaking is possible. Accordingly, | ashington: a 
t at osters and window displays will ie 
1au, JRhow a large sugar barrel, with the | Only to a minor degree! Of course, The Washington “ = 
ep- —Raption: “Now You Can Bake| ’ ' , : F , — ae 
oty, BAgain.” Post is the obvious choice of any advertiser with a public -_- * a 
som sttacariapiindtimasaaam . a / = = 
relations message. But the two largest classifications of _ 
» ; g 
nel pens Brussels Office | inal midhensatiiadiate ton: Whe: eis Suet | 
7 is Dorland International-Pettingell national advertising in he Washington Post last year were 
r of & Fenton, New York, has opened | : : j j 
vard fn office in Brussels. Belgium,| groceries and alcoholic beverages. This was practically all 
tor’ oder the direction of Jacques | . . ; 
ai- [pirsch, who is also in charge of. product copy. So whether you have merchandise or ideas * 
gence Dorland, Paris. The office, | . . . i 
o ocated at 109 Avenue Louise, is in for sale, the proved medium to sell Washington is J 
al’ Bddition to already existing : ph 
branches in Los Angeles, San Fran- The Washington Post. eas 
anc Bisco and London. | 
ry 1€ sonatas i 
Old . ‘ * - 
yern (Viner Plugs Stratojac GENERAL ADVERTISING 1946 
ft & Winer Mfg. Company, Ham-| ne 
Na- FF nd, Ind., has expanded its con- Media Records—Sunday Supplements deducted a 
Rep- imer a verre: —_—_ war Bote | 
* ine oO ratojac all-weather | : — . 
= ackets. Copy will appear in Hol- | PEE thes kidenaadessawns 2,810,104 lines A arr 
iy, Esquire, True, Outdoor Life, ae 
lay ‘ld & Stream, Boys’ Life, Par- ee en 2,662,665 lines ; galt 
on! s* Magazine, and trade pub-| Ph 
‘tions. Dealer helps, including : a ‘ ; 5 ees 
Ac- play cards, mats, direct mail Times-Herald ...... ..... 2,051,540 lines aaa 
ie | window ‘-ups will also be ' ‘ 
a ee asa sanuveaawees 906,548 lines eon 
ys a - 
sto’ Fal Names Funkhouser — 
ne Pal, Inc., Washington, maker of 4 btw Tat it 
. » | Ade, non-carbonated orange r | ) ‘ race 
a erage, has placed its advertis- y Lil } | yA) jl eae 
with Justin Funkhouser Ad- ; et be 
nné ‘using, Baltimore and New = 
in yO tet sen ap * ip og shang Represented by Osborn, Scolaro, Meeker & Co.—George D. Close, 
egional basis. Inc. (Pacific Coast)—Metropolitan Sunday Newspapers. 
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IT’S ALL DONE WITH MERGERS 


Take one seasonal pump business. . . add 
a box-making machine works. . . then mix 
in another pump company .. . two canning 
machinery concerns, an agricultural insec- 
ticide company, a garden tractor business. 
And you get Paul Davies’ Food Machinery 
Corp.,* the most curiously cohesive hodge- 
podge of industrial products and services 
ever gathered together under a corporate 
roof. And one of the most profitable. 


To all but seasoned investors, FORTUNE’S 
story on Food Machinery Corp. will be the 
issue’s No. 1 surprise. But longer remem- 
bered—within and without the industry— 
will be the first public appraisal of whether 
or not coal mining, as we know it, has come 


See “Food Machinery,” page 114, FORTUNE, April, 1947 


to the end of its days. Also in April: All 
about horses except how to pick a winner; 
and all about Republicans with the same 
reservation. Two other stories not to be 
missed : Confucius teaches Chiang Kai-Shek 
a lesson; and what Management Men ought 
to know about the guaranteed annual wage. 


Only in FoRTUNE can American business 
managers find so broad a background so 
carefully geared to their uses and interests 
—and it’s a source of satisfaction to editors 
and advertisers alike that more than a 
quarter of a million managers know it. 
Month after month they turn to FORTUNE 
to read articles like these, and turn their 
reading to profit for all American industry. 


No. 14 in the “Man of Adventure” series 


Contents of FORTUNE for April 


.« The Republicans: The GOP makes the disturbing discovery 
that Harry Truman will be no pushover in 1948. 


.+ Horses: The yeas and neighs of the horse business. 


«+ The Guaranteed Annual Wage: Labor's next No. 1 de- 
mand . . . when is it guaranteed, when is it annual, and 
when is it a wage? 


.. Foreign Money: Czech refugee Hans Wyman turns little 
Pantasote (imitation leathers) into big business (plastics). 


.. British Railways: Why England now has the world’s best 
run railroads; and the government may stub its toe in taking 
them over. 


..» Confucius: For all his ageless wisdom, he’s a prime obstacle 


to China’s reform. 


...- Coal: Ill. New technologies will put coal-by-the-lump back 


in a class with the first Model T. 
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dvertising Age, March 24, 1947 


PHOTOGRAPH 
REVIEW 


S 


IT'S A YOUNG MAN'S AGENCY—W. B. Doner & Co., whose officers met in Detroit to celebrate the company's |0th an- 
niversary, claims an average age of 28 for its staff. Involved in the cake-cutting ceremony are (left to right) Ben Gold- 
stein, secretary, Detroit; James Hirsch, vice-president, Chicago; Morry Storm, vice-president, Rochester, N. Y.; W. B. Doner, 
president, Detroit; Marvin Frank, vice-president, Chicago; Charles F. Rosen, executive vice-president, Detroit, and Julian 
Grace, treasurer, Detroit. 


3 
~ 
" 


INDUSTRIAL PUBLICISTS ORGANIZE—At head of table, V. W. Palen, publicist for North American Philips Co., New York, 
discusses plans with founders of a new organization, the Industrial Publicity Association, New York, of which he is tem- 
porary chairman. The club's membership will be held to a small number and will aim at improving the efficiency and value 
of industrial publicity service to press, radio and other media. Others (from left to right around table) are Mary R. Reidel, 


Proctor Electric; Fred B. Parker, Sylvania Electric; Dan Blank, Frank Brock Associates; Howard Stephenson, Hill & Knowlton; 
HEESY BUT NICE—Jeannie Hogan of Dallas was chosen queen of the Asso- Michael Amrine, Advertising Council; Doris Alexander, Sylvania Electric; J. P. Lohman, J. P. Lohman & Co.; Tom Mahoney, 


iated Retail Bakers of America at their recent New York meeting. The bakers, Benjamin Sonnenberg; Irwin Robinson, Tracy-Robinson (hidden from view); Mrs. L. W. Hutchins, Sheldon, Morse, Hutchins & 


was said, met to discuss the bread situation. Maybe there was a depart- Easton; Charles G. Cleveland, Westinghouse Electric; Edward M. Lebo, U. S. Rubber; and George P. Butterly, George 
mental session on cheesecake. Butterly & Associates. 
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— AVERAGE LIFE 
NOW ALMOST 9 YEARS 


MPETING GALLERIES—Offices of Earle Ludgin & Co., Chicago, always jampacked with almost 200 pieces belonging to 


THE WINNERS—These three posters were declared winners of top awards in 


gin's famous collection of contemporary American art, were even more arty than usual when a “home talent’ show the I5th annual exhibition of outdoor advertising art, sponsored by the Art 
peted for attention with the professionals. At upper right are some of the scores of exhibits contributed by more than Directors Club of Chicago. First: Coca-Cola Co. (D'Arcy Advertising Co.) 
third of the agency's 60-odd personnel. The other views, showing a corner of the art director's office, a section of the second: Ford Motor Co. (J. Walter Thompson Co.}; and third: Standard Oil 
er office, and the “not-yet-hung” corner of Earle Ludgin’s own office, show that the agency's personnel can scarcely Co. of Indiana (McCann-Erickson, Inc.). A special award and 10 honorable 


avoid being art conscious. mentions also were announced (AA, March 17). (Story on Page 40.) 
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AMONG THE NATION’S TOP 7 


The Miami Herald ranked second in the entire coun- 

try in the amount of classified advertising published 

in 1946 ... seventh in total amount of all advertising, 
as compiled by Media Records. 


TOTAL CLASSIFIED A. M. TOTAL CLASSIFIED (SEVEN-DAY) 


These impressive figures were achieved during a period of severe 
newsprint rationing. Here is renewed evidence of the rich year-round 
market served by Florida's FIRST newspaper. You can cash in on this 
plus market through the productive pages of The Herald. 


She Miami Herald 


ae 


JOHN S. KNIGHT. Publisher 


NATIONAL REPRESENTATIVES: STORY, BROOKS & FINLEY, INC: 


“Greater Miami — The International Market of the Americos™ 


FIRST .... SOUTH 


Lines Lines 
1. MIAMI HERALD ........... 7,588,815 f, Cilesee THEE os vs nsicssveiess 10,179,442 
©, GR TNS hc ans ce csaucsses 7,236,796 2. MIAMI HERALD ........... 9,573,476 
3, Faiamameta: Geer «oc i ccc cdcvecas 5,161,601 DWE GUE ncn bbe Kb etc erwecere 8,793,541 
De EE ED, Ao Sdwcdridswaeeseces 4,912,083 4. New York Times 2.5... .cesccccees 7,282,188 
5S. San Francisco Examiner 4,759,567 5. Philadelphia Inquirer ........-..-. 7,153,015 
&. New York Times ........... 4,658,087 6. Indianapolis Star .....ccccssceees 7,048,093 
7. Minneapolis Tribune 4,467,494 7. Minneapolis Tribune ..........-.. 6,834,071 
6. San Diego Union ........52.0005. 4,376,546 ©: BE THRE i dink 05:4 Chg sKe es aries 6,823,076 
9. Philadelphia Inquirer ........ 4,356,079 9. San Francisco Examiner .......... 6,608,341 
0. Baltimore Sun 4,308,393 10. Baldimere Sua coccccicsscsvcvocs 6,150,681 

TOTAL ADVERTISING A. M. TOTAL ADVERTISING (SEVEN-DAY) 

Lines Lines 
1. Chicage Tribune ...........+... 09,929,089 1. Chicago Tribune .......-seeeeee 32,851,982 
2. MIAMI HERALD .......... 17,879,316 O: Mikae Wak: TE wok cies as anesaee 28,501,491 
ae ee 16,285,191 3. Baltimore Evening and Sunday Sun 27,807,994 
4. Washington Post .......0cceeee. 15,488,933 4. Dotvett Mews ...ccccsccvseseees 27,181,029 
5. Philadelphia Inquirer ............ 15,415,146 5. Washington Star .......--.--+ 26,240,431 
&. Meee Week Mee ib ic ks cavceweses 15,175,997 6. Milwaukee Journal ..........-5-. 25,247,622 
7. New Orleans Times Picayune ..... 15,127,638 7. MIAMI HERALD .......... 24,861,356 
SR So Care exer vert asaves 13,607,701 @. Dallas VeeePeOrele occ ccc wowace 24,708,771 
9. Washington Times-Herald ....... 13,393,999 9. Philadelphia Inquirer ..........-. 24,031,380 
10. Indianapolis Star .... 13,349,648 OG; Pear FOPk TOOWE ns ook ccc tee esiese 23,769,093 


Jew York, 3. | Walter Ashe Radio Company,fhas arrived 


att: Allen Thomas, Stevens Point,| St. Louis, has named Ralph W. Coule 

is. 2; Smith Advertising Agency, St. . 
9 s ” : 

sradtora, Sa ee Dresser Mfg. Div..!Touis, to handle its national ad-M tt noted 


3 
50. D. J. McNeil, 
Mass., 3. 


GROUP NUMBER FOUR 


Winthrop, | vertising. Business papers and 
| direct mail will be used. Ken- 
/neth J. Lenhardt, recently released 
2 with 6 plus) ‘from the Navy, has joined the 
1. Ernest D. Ward, New York, 2 +6.|/agency as assistant production 
GROUP NUMBER FIVE manager. 
2 with 5 plus) 


1. Robt. W. Radelet, ee wr East- 7 
nan & Cahill, Vancouver, 2 + Two Name Adair 

2. ge Le von an ‘Posner Adv. Tested Sales Producers, Inc, 
MOT eet Wantman.* tow York, 2 | creator of direct mail devices, ani 
+5. Samuel L. Unger, manufacturer of 

4. Arthur L. New York, 2/albums, have appointed Adair t 
'5. Wendell Marsh, Evansville, Ina.,| Director, New York, to handle 
+5 | their advertising. Both New York 
6. Ric Ri reg ps Cockfield, Brown | firms will use newspapers and 

<4 

v | Toronto, Te. ‘trade publications. 


GROUP NUMBER SIX ———_ 
a ee eee ‘Shultz Opens Office 
Leonard Shultz, formerly east- 
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1. Elsie Wessel, Nat’l Mattress Co., 
Chicago, 2 +4 
2. R. 


=, Marriott, Climalene Co., | 


bade : 
Canton, O., 2 | ern advertising manager of th¢Bbeasonable t 
3. J. W. Forse, Advertising, Kansas | Loyless Publications, Atlanta, has future.” 
city, Mo. ott, eae ae ad opened an office as_ publishers mn additic 
arks, anton, bp 2 . . . 
5. A. Vaughan Chinnock, Hooker representative at 501 Fifth Ave be capabl 
Electro Chemical Co., Niagara Falls, |New York. p e 
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FCC Turns Down 
CBS Proposals 
“Tfor Color Video 


(Continued from Page 1) 
particularly on development of 
Blow-cost receivers and upon trans- 
)gpnitting equipment adapted to 
narrower channels. 


Cites Channel Limits 


It expressed fear that the 27 
channels possible in the 480 to 920 
“‘Bmegacycle band under the CBS 
ross system would not be sufficient for 
a “truly competitive nationwide 

television system.” 
_N:f In calling for low-cost receivers, 
FCC pointed out that the demand 
for space from other radio services 

’ Bis very keen.” 

“The commission would not feel 
[justified in allocating so many fre- 


‘0, “quencies to television at the ex-| 


13 pense of other radio services, if it 
2+3 were inevitably destined to be 
limited to a small audience,” FCC 
rk, 2Bsaid. 
rk. of Ruling against immediate com- 
[mercialization of color television 
“Bclears the way for production and 
Cal.fsale of “monochrome” receivers 
-Bduring the next few years, but 
FCC made it clear that there is no 
assurance that these monochrome 
receivers will be usable once color 
yany,™has arrived. 
1 W 


St Could Pick Up Color 


ad-@ It noted that under the RCA 
and#imultaneous system,” mono- 
a chrome receivers could pick up 
the color pictures, though only in 
ction{pblack and white. While this “com- 
patibility” would be an element 
in judging the RCA system, FCC 
said that “if the choice must be 
made,” it will prefer “the best 
and possible system, employing the 
rer f[mnarrowest possible band width, 
air (which makes possible receivers 
ande@@capable of good performance at 
York##reasonable prices.” 
| ant In judging the CBS proposal, 
FCC said it had to determine “not 
only that the system will work, 
but also that the system is as good 
as can be expected within any 
easonable time in the foreseeable 
future.” 

In addition, the system should 
be capable of permitting incorpo- 
ration of better performance char- 
acteristics without requiring a 
thange in fundamental standards. 

“Otherwise, the danger exists 
hat the standards will be set be- 
fore fundamental developments 
ave been made, with the result 
hat the public would be saddened 
vith an inferior service, if the 
ew changes are not adopted, or 
f they are adopted receivers al- 
eady in the hands of the public 
ould be rendered useless.” 


BS REFUSES COMMENT 
DN FCC RULING 
New York — Although the Co- 
umbia Broadcasting System has 
been chief torch-carrier for the 
olor-now segment of the video 
idustry, company officials pre- 
erred “to withhold comment” last 
‘ veek on the FCC decision favor- 
{1 0ling present black - and - white 
tandards. 


east- 
f the 
a, has 
ishers’ 
Ave. 


rver, is indicated by a comment 


ast December before the FCC: 
“We are not prepared to spend 
rther substantial corporate ener- 
es” upon the promotion of color 
elevision “should the commission 
ile adversely upon our petition,” 
e said. 

\s further evidence of Colum- 


a's policy, current rumors sug-| 
est the net’s television experi- | 


iental staff will be reduced con- 
erably. 
"he FCC decision does not mean 


Columbia’s future policy, how- | 


ts president, Frank Stanton, made | 


Pen 


| CBS is relegated to a back seat in 
future tele developments, say net- 
work executives. Columbia has 
by no means put all its video eggs 
in the color basket. The company 
has been active in black-and-white 
| television and is in a position to 
| give any broadcaster strong com- 
| petition on that basis. 

The Television Broadcasters As- 
sociation, while praising CBS for 
“its contributions toward the de- 
velopment of color television,” felt 
that “as a result of the commis- 
sion’s decision, the public can ex- 
pect the production and manufac- 
ture of television receivers to be 
greatly accelerated and that the 
number of applicants for commer- 
cial black - and - white television 
stations will be increased materi- 
ally during the next few months.” 


3 Issues Carry No Ads 


Because of the newsprint short- 
age, the Star and Register-Repub- 
lic, Rockford, Ill., carried no ad- 
vertising in their March 11, 12 and 
13 editions. 


Orbit's Old Stuff 
Now: Wrigley 


Cuicaco — Wrigley’s wartime 
baby, Orbit gum, was back in the 
news last week—but only because 
someone besides the Wm. Wrigley 
Jr. Company is still selling it. 

The gum manufacturer ran ex- 
planatory ads in eight eastern 
markets pointing out that the 
Orbit gum now being sold there is | 
part of a surplus supply originally | 


provided for the armed forces) 


overseas and recently sold by the 
government. Wholesalers have 
been distributing it to retailers. 
Wrigley stopped making Orbit 
gum more than a year ago, the 
384-line ad explains in newspapers 
of Utica, Little Falls and Rome, 
N. Y.; Scranton and Wilkes-Barre, 
Pa.; Grand Rapids, Mich.; and 
Passaic and Paterson, N. J. 
Headlined “So that there will be 
no misunderstanding,” the message 
states that the special Orbit wrap- 
per is all wrong now. 


| 


plained that prewar materials were 
exhausted and that Wrigley was 
making only Orbit, whereas Wrig- 
ley actually has been making its 
regular prewar Spearmint and 
Juicy Fruit brands during the past 
year. 

Wrigley, through Arthur Meyer- 
hoff & Co., scheduled the copy to 
run twice in each market where 
retailers are still selling the dis- 
continued brand. Additional copy | 
will be run if necessary, officials | 
| said. 


Kaufman Appoints Brown 


H. Kenneth Brown, on terminal 
leave after five years’ Army serv- 
ice, has been appointed production | 
manager of Henry J. Kaufman & 
Associates, Washington agency, 
succeeding tshevoebanuntans Kaufman. 


Names tases Meies 


Hillman-Shane, Los Angeles, has 
been appointed to handle the ad-| 
vertising of Hollywood-Maxwell | 
Company, brassiere manufacturer, 


It had ex-| Los Angeles. 
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We are quantity manu- 
facturers equipped to 
produce and deliver wall, 
window and counter dis- 


plays. 


The Vitroseal Corp. 


Incorporated 


28 East Electric 
Covington, Ky. 
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Gg Worcester s 1946 Retail Sales 
‘Stay y on Up 


Central Massachusetts proves again to be 
one of the nation’s fastest growing retail 
markets. Worcester’s retail sales in 1946 went 
skyward to the tune of 27%* 
bringing sales almost up to the $200,000,000 
mark in the city and over $300,000,000 in 
the trading area. Per capita sales reached 
a healthy $985. Worcester, with its tremen- 


over 1945, 


ward ‘Flight 


ee: OS Bae 
. : 


dous buying power, thus becomes one of 
your most lucrative markets for sales con- 
centration in 1947. The quick and direct 
way to reach it is through the Worcester 
Telegram-Gazette, with daily circulation in 
excess of 140,000, and Sunday circulation 


over 95,000. 


* U. S. Department of Commerce. 
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Te TELEGRAM -GAZETTE 


WORCESTER, MASSACH USETTS : 
GEORGE F BooTH Publisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTA 
OWNERS of RADIO STATION WTAG 
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To Use Newspapers 


Strouse, Adler Company, New 
Haven, Conn., maker of Smoothie 
Controleur girdles and founda- 
tions, will use newspaper inser- 
tions in key cities on a weekly 
schedule in addition to its regular 
magazine schedule. These ads, 
through Kelly, Nason, Inc., New 
York, will be supplemented by 
special trade advertising. 


Miss Otis Joins Ideal 

Catharine G. Otis has joined 
Ideal Publishing Corporation, New 
York, as promotion manager of 
the Ideal Women’s Group, includ- 
ing Movie Life, Movies, Movie 
Stars Parade and Personal Ro- 
mances. She was formerly with 
R. H. Macy & Co. and American 
Home. 
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Food Store Sales 
in 46 Hit Record 
of $23.3 Billion 


Tonnage Up 7 to 8% 
for Year, Reports 
‘Progressive Grocer’ 


New YorK—A quick picture of 
the retail food business is included 
in the annual survey of “Facts in 
Food and Grocery Distribution” 
made by Progressive Grocer cov- 
ering the year 1946. Highlights 
include: 

1. Retail food sales hit an all- 
time high in 1946, 24% above 1945, 
of $23,365,000,000. 

2. Grocery and combination 
stores led other types of food 
stores in sales gains. 

3. Self-service gained strength 


as independents continued to con- 
vert. 

4. Frozen foods are now han- 
dled by 52% of the stores sur- 
veyed, as against 44% in 1945 and 
29% in 1940, but many dealers 
report frozen food sales lagging as 
fresh, canned and glassed foods in- 
crease in supply. 

5. Slightly fewer than 15,000 
new food stores opened in 1946, 
practically all of them independ- 
ents. The number of chain units 
remained fairly constant. 


Prices and Tonnage Up 


Part of the record sales of 1946 
(three times as great as 1933 sales 
and twice as great as 1940) were 
attributable to higher prices, 
which Progressive Grocer says 
averaged 14.7% above the 1945 
level for the year as a whole; the 
remainder came from a tonnage 
increase estimated at 7 to 8%. 

At the end of 1946, the analysis 
shows, independents controlled 
66% of the grocery and combina- 
tion store volume and chains 34%, 
compared with 68% and 32% in 


MERICA'’S great rubber industry is only one of 
many using Illustravox sound slidefilm equipment. 

In all types of sales and production training, business 
leaders agree, I/lustravox two-way training 1s the one best way 


—the most effective, the least expensive. 


Dramatic pictures and spoken words command inter- 


est 


message. Trainees learn as much as 55% faster, and remem- 


ber up to 70% more and longer! 


OUT OF 4 LENDING RUBBER COMPANIES” 
iS LLUSTRAVOK THO-WAY TRAINING 


80% of all sound slidefilm equipment in use bears the 
Illustravox trademark. Illustravox gets results — results 
that mean better business for you — more sales and more 
efficiently trained personnel. Place your order today! The 


Magnavox Company, Illustravox Division, Department 


focus full attention on your training or selling 


AA-3, Fort Wayne 4, Indiana. 


See ‘The Illustrated Voice.” Outstanding commercial film of the 
year, it shows how Illustravox can best be applied to your training 


and selling needs. Ask your Illustravox dealer for a showing today! 


Field-proven in peacetime and war, Illustravox is now 


training more men and women than ever before. Over 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mavoxX COMPANY : FT. 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


% GOODYEAR 


WAYNE 


GOODRICH UNITED STATES RUBBER 


/ FOOD STORE SALES MADE : 


LARGEST GAINS IN HISTORY 


<€ GAIN $4,495,000,000 3 


( saues NOW THREE TIMES 


THOSE OF 1933 


$7,781,000,000 
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f INDEPENDENTS DO 66% _ \ 


CHAINS DO 34% 
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/ —- 1946 FOOD PRICES % 
AVERAGED 14.7% HIGHER 


FOOD FOR THOUGHT—Highlights of the annual analysis of food store 
operations and sales, made by Progressive Grocer, are shown in these 8 charts 
Sales were at record levels, with tonnage 7-8°, 
above ‘45, while prices were up 14.7%, according to the magazine. 


mirroring 1946 conditions. 


ong propr 
igh, and i 
holesalers 1 
nership 0: 
ey service. 
as not yet 
bvel, so that 
b continue tc 
ead.” 


et. Li 
8 Billi 
‘Jam 


New YorK 


TONNAGE OF FOOD SOLD 
INCREASED 7% TO 8% 


1945. Chain sales increased 32%— 
in contrast to an over-all increase 
of 24% for all outlets—resulting 
in a total chain volume for 1946 
of $6,265,000,000. Specialty stores 
also hit the highest sales on record, 
moving up 24% from 1945 to a 
1946 volume of $4,850,000,000. In- 
dependent grocery and combina- 
tion stores’ 1946 volume was $12,- 
250,000,000. 


Continue Self-Service Move 


At the year’s close, 31% of inde- 
pendent grocery and combination 
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stores reported complete. self 
service arrangements in their grot- 
ery departments, compared wi it) 
25% in 1945 and 11% in 1942. They 
did 43% of the independents’ totd 
volume. Semi-self-service store, 
however, remained constant, rep- 
resenting 48% of the units in both 
years. 

The definite trend toward self- 
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bared with 23% in 1945, and 57% 
xtended limited credit, as com- 
bared with 50% in 1945. Sales per 
ll-time employe in self-service 
tores were reported as $26,741, 
ompared with $20,522 in counter- 
ervice stores. 
There is a significant movement 
ward new lines, especially non- 
bod lines, Progressive Grocer re- 
forts. “These new products in- 
ude drug sundries, candles, facial 
issues, mops, polishes, glass 
G\ fumblers, deodorants, insecticides, 
ight bulbs, kitchen hardware and 
wide list of other household 
‘roducts,” says the magazine. “Of 
he stores surveyed, 51% handled 
ousehold drugs, compared with 
1% in 1940. The trend to food 
ores of these lines, carrying mar- 
ins from 25% to 40%, seems cer- 
J hin to continue.” 


Many Stores Sold 


Most of the large chains dis- 
ontinued small stores in favor of 
E prge markets, the magazine says, 
ut the decline was offset by in- 
ependents who were reclassified 
chains (four or more stores). 
here was also considerable unit 
pansion among small chains. 
The number of new entries into 
pod retailing, says Progressive 
) rocer, was far greater than the 
crease in stores. “The turnover 
ong proprietors was extremely 
D igh, and in a few instances, 
holesalers reported a change of 
nership of 40% in the stores 
ey service. The number of stores 
% as not yet reached the prewar 


bvel, so that it may be expected 
b continue to increase in the years 
ead.” 
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/ Met. Life Boasts 
‘oe B8 Billion Assets 


rts 


8m ‘James’ Report 


New YorK— The Metropolitan 
sel-.fpie Insurance Company—world’s 
grovgmargest privately-owned organiza- 
y ithggon—pushed its assets above the 
The[e billion mark in 1946, the com- 
’ tolfeny points out in its annual state- 
toregment advertisement in 734 daily 
bwspapers and in 15 magazines 
hd business papers, through 
oung & Rubicam. 

| self The current annual report was 
elimi-ritten by Marquis James, whose 
sery-(astory, “The Metropolitan Life, A 
showudy of Business Growth,” re- 
stors[ently was published by Viking 
com-mess. It shows, among other 
ings, that new business written 
y the company in 1946 was the 
rgest in its 79 years, and policy- 
biders’ death rates were nearly 
a record low level, 

In addition to newspapers, the 
ertion is appearing in American 
urance Digest and Insurance 
onitor, Argonaut, Bankers’ 
onthly, Banking, Barron’s, Bur- 
gh’s Clearing House, Business 
ek, Commercial & Financial 
ronicle, Dun’s Review, Editor & 
blisher, Finance, Magazine of 
nll Street, National Insurance 
ader, Newsweek and United 
ites News. 


ghting Show Scheduled 


“he second international light- 

exposition and conference, 
msored by the National Elec- 
‘al Manufacturers’ Association 
the Industrial and Commercial 
phting Equipment section, will 
held at the Stevens Hotel, 
cago, Nov. 3-7. 
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nopts New Brand Name 
‘eliance Mfg. Company, Chi- 
» has adopted the company 
ne, “Reliance,” as a brand 


1¢ for all men’s and boys’ style 
arel, 


ettlin Joins Roberts 


an Wettlin Jr., formerly ac- 
0 = executive of Lamb, Smith & 
» Inc., has joined S. E. Rob- 
"Inc. Philadelphia, 
ie capacity. 


in the 


Plugs New Hallmark Line 


Hall Brothers, Inc., Kansas City, 
Mo., and New York, greeting card 
maker, will promote a new line 
of Hallmark greeting cards fea- 
turing Mr. Bluebird, one ofthe 
figures of Walt Disney’s “Song of 
the South” on the company’s radio 
show, “Reader’s Digest Radio Edi- 
tion” starting March 27. Foote, 
Cone & Belding handles the ac- 
count. 


Banner Names Labow 


Banner Plastics Corporation, 
New York, manufacturer of plastic 
toys, has appointed S. Harold La- 
bow Advertising Agency, New 
York, to handle its account. The 
company’s campaign includes trade 
advertisements, direct mail and a 
special export merchandising pro- 
gram. 


Appoints Schnell-Mills 
Orton Crane & Shovel Company, 
Chicago, manufacturer of mate- 
rials moving equipment, has 
placed its advertising with 
Schnell-Mills, Inc., Chicago. 


Airline Ad Hits 
‘Mud Slinging’ 
in Rail Campaign 


DENvVER—Continental Air Lines 
last week took official notice of the 
growing railroad advertising at- 
tack on air travel, and accused the 
rails of slinging mud in order to 
obscure the better service offered 
by airlines. 

A letter signed by Robert F. Six, 
Continental’s president, is. head- 


lined: ‘Let the railroads sling the 
mud ... we'll provide the serv- 
ice!” 


The advertisement, which ap- 
peared in newspapers of 26 on-line 
cities in six western states, con- 
tinued: “The air today is filled 
with charges, inferences and in- 
nuendoes ... many of the railroads 
are mudslinging. What’s troubling 
them, of course, is that the sched- 
uled airlines are getting more and 
more of their passenger business. 
There’s only one reason. . . The 


airlines today are offering more to 
the traveler, for less, than the 
railroads.” 

After citing the line’s advantages 
(among them travel credit cards 
for business men, half-fare for 
children under 12), Continental 
pointed out that “in flying safety, 
U. S. scheduled airlines showed a 
sensational 40% improvement in 
1946 over the preceding year. And 
no common carrier can surpass 
Continental’s record of 12 years of 
safe operations without an injury 
or fatality to a passenger.” 

Mr. Six has been an outstanding 
critic of the policy pursued by the 
Air Transport Association, trade 
group of scheduled airlines, and 
has attacked ATA’s “weak and 
staid advertising efforts.” 

Galen E. Broyles Company is 
the Continental agency. 


Fearn Promotes Mackes 
LeRoy E. Mackes, sales head in 
the Rocky Mountain territory, 
with headquarters in Denver, has 
been named assistant sales man- 


ager of the Fearn Laboratories, 
Franklin Park, Ill., maker of food 
specialties for hotels, restaurants 
and institutions. 


Two Name Holley Agency 


Robert Holley & Co., New York, 
has been named to handle the 
advertising of H. W. Action Com- 
pany, New York, exclusive dis- 
tributor of Bagshaw and Action 
phonograph needles, and Avedis 
Zildjian Company, North Quincy, 
Mass., manufacturer of cymbals. 


GAdveaisng 4, — 


studio organized to 4 


lighten your advertis- 
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planned program 


tomato growing, 


“This...TOO.. 


ranking Ohio county in per-acre income. 
It excels in dairy farming, beef cattle, 
hogs and poultry. It is Ohio’s No. 1 


turkey-raising county, leads the State in 


Viewing Fulton County as a market, we can say that 
. is Toledo,” and the same can be said 
of the 13 other productive counties of Northwestern 
Ohio and Southeastern Michigan which form the Toledo 
Retail Trading Area. 
output they add the wealth of one of the nation’s richest 
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FULTON COUNTY, OHIO... part of the rich 
Toledo Retail Trading Area 


Fulton County, with a sound, diversified, 


of farming, is a top- 


and has large sugar 


To the Toledo area’s industrial 


beet acreage. Progressive 
farming is ably encouraged 
by active CountyAgricultural 
Extension Service. The pop- 
ulation is about equally di- 


vided between rich farms and 


agricultural districts. 
double-value market.. 


THE BERT SHAFFER FARM 


of 170 acres is a typical fine 
Fulton County farm, produc- + 
ing high-yield farm crops. 
The Shaffers have an out- 
standing dairy herd of 25 
Ayrshires. They have 40 hogs 
and raise some 700 chickens 
a year. The farm is fully elec- 
trified, with modern house, 
barns, farm buildings and 
equipment. 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


prosperous towns with 23 diversified industries. 


eeeeeoeooeoeoooeoeoeoeoeeoee ee ee ee ee eee eee 


...and this is the TOLEDO BLADE 


The Toledo Market is indeed a 
- penetrated to an unusual degree 
by The Blade, with 99.2°,* coverage of Metropolitan 
Toledo, 84.2% coverage of Fulton County, and 72.8% 
average coverage of the entire retail trading area. 


*Recent survey 


Write for new booklet 
“The Toledo Market” 


and detailed data 
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Starts New Agency 


Stuart L. Klingelsmith, for- 
merly account executive of 
Smalley, Levitt & Smith, has 
opened his own agency, Klingel- 
smith & Co., Advertising, at 448 
S. Hill St., Los Angeles. Richard 
H. Buss, formerly with Dozier, 
Graham & Eastman, has joined the 
staff as account executive. 


Ramsey Picture to Move 


Ramsey Picture 
specializing in advertising, com- 
mercial and educational films, will 
move its offices from New York 
to 1323 Kirby building, Dallas. 
John H. Hicks Jr., formerly vice- 
president of Wrather Productions, 
has joined Ramsey as a vice- 
president. 


Paint of Sate TAPE 


PRINTED « CELLOPHANE © ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLOG... —— YORK, PA. 


Corporation, | 


DEER: 


Durant, Once 
GM Chief, Dies: 
Lost $120,000, 000 


New YorkK— William Crapo 
| Durant, founder and twice head 
of General Motors Corporation, 
died at his Gramercy Park home 
here March 18. He was 85 years 
old. 

Vigorous promoter of both com- 
panies and products, Mr. Durant 
amassed a fortune which shrank 
from a _ pre-depression peak of 
$120,000,000 to $250 in 1936. 

The son of William Clark 
Durant, Michigan’s governor from 
1865 to 1869, Mr. Durant quit 


4} school at 17 to clerk in a grocery 


store in Flint, Mich. Then he sold 
patent medicine, cigars, insurance 
and real estate. 

With J. Dallas Dort, Blint hard- 


ware store clerk, he acquired a 
carriage factory for $2,000 in 
borrowed money. Before long, the 
Durant-Dort Carriage Company 
had 14 plants producing 150,000 
carriages. His firm tackled the 
bicycle business, but was unsuc- 
cessful. 


Gets Flint Wagon Works 


In 1904, Mr. Durant acquired the 
Flint Wagon Works, then turning 
out 28 cars a year. Again on bor- 
rowed capital, he acquired the 
rights to make a car designed by 
David Buick, and formed Buick 
Motor Company with a capital of 
$10,000,000. 

He then set out to control most 
of the nation’s new motor industry 
—planning to buy and merge the 
Buick, Reo, Ford, Maxwell and 
Oldsmobile companies. Henry 
Ford demanded $8,000,000, with a 
$2,000,000 down payment, and 
Mr. Durant could not raise it. 

He went ahead, however, with 
his expansion plans—acquiring out 
of Buick profits, Cadillac, Olds- 


A New Game That’s Breaking Par 


In Public Acceptance! 


mobile, Northway and Oakland 
and merging them, in 1907, into 
a $12,000,000 General Motors Cor- 


poration. 
Although called “Durant’s 
Folly,’ GM in its second year 


made a net profit of $10,500,000 on 
combined sales of $34,000,000. Sev- 
eral other makes of cars were 
added. 

His attempt to buy Heany Lamp 
Companies, however, cost him 
heavily in litigation fees, and 
with the panic of 1910, when GM 
stock, listed at $100, dropped to 
$24, he was reduced to a vice- 
presidency of that company. 


Organizes Chevrolet 


Undaunted, Mr. Durant set 
about organizing Chevrolet Motor 
Company, which, within a few 
months, developed assets of $94,- 
000,000. 

In 1915, the battle began be- 
tween Durant and the Du Ponts 
for control of General Motors, but 
Mr. Durant—reportedly on the 
bluff of claiming more proxies 
than he had—moved back to the 
GM helm. The Du Pont interests 
meanwhile gained control of Chev- 
rolet. Mr. Durant sustained losses 
in his organization of United 
Motors Corporation. Chevrolet’s 
merger with GM in 1918 led ulti- 
mately to Du Pont control of that 
corporation. 

In the depression following 
World War I, which sent GM stock 
from $400 to $12, Mr. Durant, it 
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completely what had once been 
$120,000,000 fortune. 

In the late ’30s, he opened 
supermarket in Asbury Park, N. 
In 1940, at Flint, Mich., he by 
a bowling alley, which was 
have been the first of a natig 
wide chain. 

On his 85th birthday, last De 


cember, Mr. Durant was sti 
bullish about the future g 
America. DMAA 
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KARL J. T. EKBLAW Mayer 
Cuicaco—Karl J. T. Ekblaw, 5 
for many years promotion and ag WASHINGT: 
vertising manager of the Amer esses last 1 
can Zinc Institute and vice-pres§,.> for H 
dent in the Chicago office of Westljce comm 
ern Advertising Agency until } finding r 
retirement to Florida a year qa impendir 
a half ago, died here March ifcit. 
following an operation. Mr. EM The probl 
blaw was once professor of agri; veteran 
cultural engineering at Universiffad anticips 
of Illinois and Kansas State Coffitness atta 
lege, and a past president of tiepartment’. 


University of Illinois Foundatidksted that 
and Illinois Alumni Association.§{mply redus 

_ One witne 
JOHN C. MAEGLY fy 


dvertising 


CincinnatrI— John C. Maeg at his orga 


79, former president of Advan 


“ 
Sign Displays, outdoor advertisiy pene 
firm, and of Progress Sign Com i. warne 


pany, died here March 13. cent poste 
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Opens West Coast Plan 


Milprint, Inc., Milwaukee, pri 


i l ,000. | er of transparent materials, has aj 
peg Freepers ind id hong no nounced the completion of its ng Papers 
0 P * | West Coast specialty bag plant §@ Elisha Hai 
00 000. . | Vancouver, Wash., which, at fighr the ANI 
But in 1926 he came back again | wij) concentrate on the printi ting rates 
with Durant Motors, which gained | and waxing of glassine paper ba > sendian 
$31,000,000 of orders even before} of the type produced for pota t 10% of 
a factory site was chosen. The chips. Later on, cellophane ba t fo O 
erash of 1929, however, wiped out | will be added. se = 
vm the ma 
Pointing c¢ 
ent’s expen 
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Growing GREENSBORO MARKET Sieee 
Wwspaper tr 
: The temper 
bred Wedne 
VICKS ... « world-wide house. |fPwe2 Ree 
hold word, owning seven sub- ape 
sidiary manufacturing companies, conteiaa 
have their home offices and key |Bece higher 
factory in Greensboro. The tre- | Mr. Hanson 
‘ : ; P mendous growth of this company erely prov 
Here’s the greatest “give-away” item ever cre- most scores will run around 78 to 84. “Gallop- in the last quarter century, today \Mhat would 
ated—a clever game idea that will instantly ing Golf” offers the same spirited competition manufacturing more than 5,000 |fMised.” 
win the friendship of any sport minded man— __as regular golf—match or medal play—scotch products, reflects the steady in- | ‘lf you put 
and your company name imprinted on the foursome—syndicates, etc. dustrial activity in the Growing |g °2 set s 
leather case makes peers. ag ae ee If you haven’t seen—and played a game of Greensboro Market. pe at & Cee 
powerful but polite advertising me jum. “Galloping Golf,” send for the sample ($1.50) W.-Y! Preyer t of the 
The game consists of five genuine catalindice _and satisfy yourself that it is the sportiest game Arned. 
Ys square, with rounded edges and corners— you've ever seen. And the five brightly colored Others 
and the rules (included) are very simple. The _catalin dice ina snap fastener leather case have enue 
player who has the “honors” rolls the five dice a lot of eye appeal as well as play appeal. * daily aad 
at one time and the shots from tee to green are Sianal , ; h 
, ; . ‘ ere’s an item that will pave the way for any the Penn 
determined by the deeply imprinted copy on : ; ; lieheaee 
“aig sales approach—that will quickly re-establish iblishers’ As 
the dice in the sequence of colors—red, the pA one : Murph 
: . : any “good will” that may have been lost during “Murphy, of 
drive—white, the second shot—blue, the third : : . Bneric 
: war ,ears—that will pay off in full for any busi- an, ec 
(if not already on the green), then the yellow lle . - leevediae “teil 
, : ness obligation. Yes, indeed—“GALLOPING “day, Wi 
if the third shot was dubbed—and the green oe ; " owing that { 
: ; GOLF” is exactly that kind of game! 8 
dice determines the putts. le newspape 
It’s fast—it’s fun—it’s sporty—with all the € departme: 
good shots—and bad shots—of real golf. The C APEX C OMPA NY While HR 
score on each hole runs from 2 to 9—with the ng rates 
average 4's and 5’s—pretty good golf, and 615 So. Boulevard + Evanston, Illinois © ry the E 
wh Maken 
Drug sales* accepted as accu- = ice during 
rate buying indices — in the eo a fe 
© ja’ 1€ poun 
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ostal Rate Boost 
“Draws Fire: Few 


Remedies Offered 
DMAA Will Accept 


‘Reasonable’ Increases, 
Mayer Declares 


w, 6 

id adi Wasnrncron—Industry wit- 
Merfesses last week had few sugges- 
Presfons for House and Senate post 
Westiyice committee members intent 
til hf) finding new revenues to offset 
ra impending $287,000,000 postal 
ch Meficit. 

r. Ei The problem was as bewildering 
agrils veteran committee members 
yersifad anticipated, as witness after 
© Cofhitness attacked the Post Office 
of tiepartment’s bookkeeping, or pro- 
datidgsted that higher rates would 
tion.§mply reduce volume. 

One witness, Edward N. Mayer 
r., president of the Direct Mail 
dvertising Association, indicated 
at his organization was prepared 
“"%) accept “reasonable” increases 
Tusiif, circulars and catalogs. 

Coll te warned, however, that the 
cent postcard rate might make 
unprofitable to enclose reply 
ards in third class mail and might 
t postcard traffic by 30 to 100%. 


Papers Abandon Service 


Elisha Hanson, general counsel 
firghr the ANPA, argued that ex- 


faeg 
dvan 


t 10% of morning, and 2% of 
ternoon newspaper circulation 
om the mail. 

Pointing out that the depart- 
ent’s expense goes on whether or 
t newspapers are carried, he 
ged House committee members 
look toward modern handling 
ethods which would enable the 
st Office to compete for more 
wspaper traffic. 

The temper of the House hearing 
pred Wednesday when Chairman 
dward Rees (R., Kan.) inter- 


f. bpted the ANPA counsel to say 
- Je hoped you would be willing 
es, contribute toward meeting 
ey ese higher postal costs.” 

re- Mr. Hanson snapped that he was 
ny erely providing information on 


lay hat would happen if rates are 
100 ised,” 

ine “If you put these rates up where 
e can get service from someone 
se at a cheaper rate, we'll get 
it of the mail entirely,” he 
arned. 


Others File Warnings 


James L. Lyons, representing 
0 daily and weekly newspapers 
the Pennsylvania Newspaper 


ting rates and shortcomings of | 
e service had already driven all | 


from $7,700 a year to $22,000. 

Questioned on the heavy impact 
of second class rates on small 
papers, Mr. Wentzel confessed that 
the one-quarter cent handling 


fee had been included to “hit” 
small publications. 
“To be frank,” he said, “large 


publishers pay considerable of the 
cost. Small publications, with 
many to the pound, are expensive 
to handle.” 

Rep. John E. Lyle (D., Tex.) 
questioned the value of Post Office 
cost ascertainment reports in rate 
making. 

“Unless we are careful, we will 
get carried away by these loss 
figures for the various classes,” he 
told his fellow committee mem- 
bers. 


Would Save Little Space 


“If no weeklies were carried, 
we still would not be able to close 
a single post office, eliminate one 
rural carrier, or save any con- 
siderable amount of space,” he 
said. 

Earlier, Rep. J. Lindsay Almond 


challenged newspaper publishers 
to accept “a modest increase in 
rates” in the interest of the stabil- 
ity of the country. 

When publisher witnesses 
balked at the increases, Rep. 
George P. Miller (D., Cal.) 
blasted, “I’m for getting rid of the 
newspapers entirely.” 

Mr. Hanson was cut short as he 
started to recite the billion-dollar 
contribution of space newspapers 
made to the war effort. “Let’s get 
back to the bill,” said the chair- 
man. “Don’t try wrapping your- 
self in a flag,” contributed Rep. 
Miller. 


Bookkeeping Criticized 


Joseph L. Horne, chairman of 
the ANPA postal committee, 
traced a third of the 1945 “second 
class deficit” to Post Office book- 
keeping techniques, which charged 
publishers 34.525% of the cost of 
maintaining unprofitable rural free 
delivery routes, and 11.502% of the 
cost of “star routes.” 

“The law clearly states that 


RFD was to be provided irrespec- 


tive of expenditures on receipts,” 
Mr. Horne pointed out. 
piece of second class matter were 


removed from RFD, the cost of 


RFD operation would not appre- | ‘gi 
| under the 142-cent minimum, have 


ciably diminish.” 

Mr. Horne said low second class 
rates were designed to give every 
town, hamlet and rural community | 
easy access to the news of the 
day. 

Denying that they are a subsidy, | 
he warned that the reader in the 
outlying sections of the country 
would have to bear the brunt of | 
increased costs, not the news- 
paper. 


Two Hearings Under Way 


Industry witnesses were heard | 
first before the Senate committee | 
on Tuesday, several repeated their | 
testimony for the House commit- | 
tee on Wednesday and Thursday, | 
and then switched back to the 


Senate on Friday. Magazine pub- | 


lishers have yet to be heard. 
Direct mail users protested a 

proposed 1%-cent minimum on 

bulk circular items, currently 


“Tf every | 
| seeds, bulbs and other third class 


|alone, if 


Magee 1 
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mailed at 1 cent, while the cor- 
responding fee for small catalogs, 


items is to be 1% cents. 
“Circular letters, to be carried 


become the most valuable single 
advertising medium for the aver- 
| age business man,” Mr. Mayer told 
| the Senate committee. 

“We submit that on a cost basis 
1% cents per piece is 
for a book or catalog, 
then 1% cents is an absolutely 
excessive rate for a printed cir- 
_ cular or processed letter.”’ 


| adequate 


| Fair Trade Council Moves 


The American Fair Trade Coun- 
cil has moved its New York offices 
lto 11 E. 44th St. 


No. ! Publication 
Ina No.{ Market 
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im dlishers’ Association, and James 
Murphy, of the Baltimore Afro- 
erican, 


lursday, with several examples 


Z 


e department’s costs. 


echoed this argument | 


owing that the rates would dam- | of North and East Texas is one closely-knit commonwealth . . 


fe newspapers, without SNES | 


where wealth is more 


While HR 2408 maintains ex-| 


ng rates for small 
pers, 
ved “cases” from 
lice during the week showing 
t the pound rate hikes and the 
tra handling fees will boost 
wspaper postage costs three to) 
times. 
‘he postal rate expert, Nelson | 
Wentzel, reported that the 
dmark, 
, how paying $20.02 per quar- 
would pay $56, including 
97 surcharge for advertising 
ond 35% of contents. 


Show Extreme Boosts 
the News, Lima, O., now pay- 


19, including $362 advertising 


weekly 
the House committee re-| 
the Post | 


White River Junction, | 


$1,439 quarterly, would pay | 


ax. Rev. William H. Steven-| 
(R., Wis.), reported that the | 
Crosse Tribune bill would go 


vistas, untenanted or unreached by The News. 


No Buffalo . 


But Each Morning Their Own Dallas News 


Comes Home On the Range 


There’s no open range left in the Dallas market area. . . 


than ordinarily common. 


Twenty percent or more of the good substantial homes of this 


area — urban and rural alike — mould their thinking, and their 


buying, with The Dallas News as their first aid. 


You can do a thorough job in the Dallas market with the help 


of The News alone. You can hardly do so without it. 


The Paper That's Part of Their Lives 


Che Hallas Morning Netvs 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 


Today this section 


No Antelope 


no far 


This is Dallas 


Too, 


ter in the Dallas 


Pictures show roses blooming 


nurseries, 
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Tyler, in Smith County, an important cen 
market world-famous for 
County's 


area, is 


in one of Smith giant 


and a shippiing room. 


John B. Woodward, tac. 
Representatives 
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Dailies on ‘Hit 
Parade Scattered 
Throughout Nation 


(Continued from Page 1) 
Washington sector this week ap- 
pears on page 20.) 

One paper, the Los Angeles 
Times, has an annual need for an 
additional 70,000 tons of news- 
print. The newspaper, probably the 
hardest hit large daily in the na- 
tion, is troubled chiefly by in- 
ability to take care of both adver- 
tisers and reader demand result- 
ing from an increase in the Los 
Angeles population. 


Independents Fare Worst 


Nearly all independent dailies 
and weeklies on the West Coast 
also suffer from lack of newsprint 
sufficient to keep up with wartime- 
built circulation demand. Most 


met Lt 


| have received as much paper as 


before the war, but this has gone 
into extra circulation. The Times 
and the Oakland Tribune—No. 2 
on the “hit” parade—limit national 
ads to quarter-page insertions in 
daily editions and can take only 
two or three from all advertisers 
weekly. 

Restrictions elsewhere consist 
chiefiy of size limitations on na- 
tional ads and quotas on retailers. 
The Cleveland News and Phoenix 
Republic and Gazette are printing 
no national ads this month; the 
Chicago Tribune is splitting the 
run of its classified ads; the St. 
Louis Post-Dispatch is reducing 
all display 20%, and many papers 
are using various other methods 
to meet temporary’ shortages. 
Newspaper representatives say the 
situation looks slightly better this 
week than last, but that it changes 
from better to worse in some cities 
while improving in others. 

Opinion differs as to whether 
the smaller or larger papers are 
harder hit. In Texas, many small 


papers appear worst hit as their 


jobbers frequently fail to provide 
customary tonnages. Newspapers 
having contracts with mills are 
faring better; their contracts are 
being renewed, comparatively few 
providing for smaller shipments. 


Tacoma Mill Opens Soon 


A slight improvement is ex- 
pected for some West Coast inde- 
pendents next month as their 
jointly-owned Tacoma, Wash., mill 
gets into production at the rate of 
60 tons a day. 

Some newsprint is being offered 
in Chicago at $225 a ton, and 
bought. The price is F.O.B. here, 
although some buyers are taking it 
for newspapers hundreds of miles 
away. 

Sears, Roebuck & Co. has sup- 
plied paper in the past fortnight 
in sufficient amounts to permit 
paper-short newspapers in Dallas 
and Detroit to run special four 
and eight-page ad sections for 
Sears stores. 

Several newspaper representa- 
tives told AA that most of their 


clients are able to handle all 


read st 


schedules offered, and that the 
shortage hits comparatively few 
papers in any region. Special cir- 
cumstances have also helped some 
papers. The Herald Express in 
Los Angeles, for example, is said 
to be in a position to handle all 
ads throughout the year, because 
it built up a stockpile during the 
long strike of the Los Angeles 
Newspaper Guild last year. 

Other Hearst papers in the West 
have been aided, it is understood, 
by a change in the printing of The 
American Weekly. Copies of West 
Coast editions are now printed 
here on newsprint shipped from 
New York. 


Two Name Gray Agency 


Page Engineering Company, 
Chicago, manufacturer of walking 
draglines and dragline buckets, 
and American Electric Fusion 
Corporation, Chicago, tube mills 
and resistance welding machines, 
have placed their advertising with 
Russell T. Gray, Inc., Chicago. 
Both will use business papers and 
direct mail. 


HOUSEHOLD. 


CAPPER 


PUBLICATIONS, 


town homemakers . 


INC. e 


"dd 3 : J 
down-to-earth “dreamers” =, > = 


@ "Dream" book of more than 2,000,000 small city and NY 
. . that’s Household, It’s idea-planned 
from cover to cover—packed with practical suggestions 
for turning aspirations into accomplishments. No wonder 
the editorial and advertising pages of Household get action. 


And no wonder it’s profitable action. For Household 
families are bigger than average —their homes are bigger 
and their needs more impelling. Yes, for advertising results 
in America’s small cities and towns, Household has no rival. 
Just ask the advertiser who got a 62,000 coupon response 
from a single back cover Household ad. 


INE OF ACTION 


Memllwed vor SMALL CITIES AND TOWNS 


TOPEKA, 


KANSAS 
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DuMont’'s WABD 
Returns; Tackles 
Local Accounts 


oreic 
ot * 
Says \ 


New York — Television statiog, N® — 
WABD, the DuMont outlet in New oi — 


York, returned to the air last weey 


after a four-week blackout to ing°°t® 2>r08 


stall a new transmitting antennaf’"® erect 
DuMont officials said that prelimjge’°™S¢!Ves» 
nary tests indicate the station’ ssociate di 
signal, previously too weak iq’ Walter — 
reach many receiving sets, “is no id the 30t 
equal to the best.” ot the Exp 

ew York a 


At the same time, Leonarj 
Cramer, executive vice-presiden 
of DuMont Laboratories, an 
nounced a new WABD commercigz 
policy which is reflected in a re 


Association 
“The wo! 
beople with 
e desire tc 


shuffling of some of the station’ d - . 
top officials. pe igh 


DuMont will look for sponso 


mostly among local advertiser lared. WE 
without “closing the door” to na r cies ed 
tional advertisers, explained Myr: . se 
Cramer. “We have found loca Fea en ei 
advertisers much more responsiy igre tee: 
to television advertising,” he saidf | 

At a conservative estimate, ther saitiaegs i200 
are about 20,000 working video ref torte 
ceivers in the New York area, sai a 
DuMont officials, and this mean Cites ¢ 
an audience of about 100,000. Th Early und 
company has discovered that local, ont amon} 
advertisers consider this audienc@i,g as many 
well worth reaching, but to na ible, must 


tional advertisers it looks prett¥h.oblems, M 


small, explained Cramer. 1. Diserir 
Company officials added thafh.tions in w 
although $800,000 was spent on th@ 9 Doing 


operation and maintenance 9 
WABD last year, advertisers gen 
erally failed to show much en 
thusiasm over television as an ad 
vertising medium. 

“Until advertisers wake up t 
the possibilities of television, we 
shall operate on a somewha 
smaller scale, personnel - wise, 
said Cramer. Among the change 
in WABD top-drawer staffers 
Samuel Cuff has resigned as gen 
eral manager. Mr. Cramer hag 
taken over his duties without re 
linquishing any of his own. Lo 
Sposa, who was commercial mat 


ority of ex 
ade restric 
3. Elimin 
oes, and pr 
xports and 
4. The re 
iers and the 
oms admin 
ures; 

5. Arrivir 
vering suc 
ent mono 
d cartels; 
6. Creatiz 
ade organi 
ational trac 


ager and has been with WABD fifinmend tr 
over three years, also has resigned inction, he 
As yet no one has been assignharged by 
to the job. nited Natic 
WABD is currently telecastig@§ 7, Findin; 
14 to 16 hours weekly, mostly Jon for th 
mote pickups of sports events. N@oriq prod 
live studio shows are included Mfearly in ex 
the present schedule but, repor@ind finding 
edly, some are being planned. igh cost eff 
ee ae f the over 

North Carolina Boasts fy °.)".” 
First State FM Ass’n e shipping 


FM broadcasters in North CarogPle. 
lina are laying plans for a stal 
FM association, believed to be tli 
first organization of its kind. Ti 
broadcasters expect their orgatl 
zation to affiliate with the nation 
FM association organized in Wash 
ington last January. 

Purpose of the state associa 


; rand! 
et for. 


New York- 
rtising an 


tion, say the North Carolilfe expected 
broadcasters, is: to publicize nual meeti 
as an improved radio service alt bundation a 

to cooperate with receiving “@.. April 

manufacturers to get better ag. rs 
faster distribution. 18 ed as 
cdmund S. 
Donald Jensen Changes fF ?¢2'4 of 
Donald H. Jensen, until recent. i an i 
an account executive with Jamé gham of C 
W. Irwin & Associates, New Yor wil ow 
and Chicago management col will deliver 
sultant, and formerly a memb@ the lunche 
of the employe relations depa'y#r Brands 
ment of the Square D CompalMeophil H. 
has joined Petroleum Heat fayser & C 
Power Company, Stamford, Con! indation’s » 
to organize expansion of the COM@)) 1. mast 
pany’s employe, consumer 2) Donald ‘ 
public information program. vonald B. | 
anion mpany, wi 
rtisi 

Kelly to Ford School Ma. Genes 
Crosby M. Kelly, former diré nger gi 

tor of Ford Motor Compan§., cl; pa 
supervisory training program, , inic; ( 
been appointed director of Fort ‘ol-Myers 
new merchandising school tions clini 

Dearborn, Mich. The new plgpartment 


gram will emphasize modée!§nics will b 
dealer management and merch@fitives and | 
dising principles. 
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oreign Trade 
ot ‘Different,’ 
Says Vergil Reed 


New YorK—‘“Let us stop kid- 
fing ourselves that there is any 
basic difference in marketing 
Woods abroad, except for the bar- 
iers erected between nations 
hemselves,” Dr. Vergil D. Reed, 
‘Fssociate director of research for 
. Walter Thompson Company, 
id the 30th anniversary meeting 
OWN the Export Managers Club of 
ew York and Export Advertising 
Association last week. 
“The world over, markets are 
Xfeople with purchasing power and 
e desire to use it, and marketing 
merely a method of getting the 
roods to these people most effi- 
iently and consistently,” he de- 
lared. “What is good business at 
tome is good business abroad.” 
He urged that trade between 
1 is country and the rest of the 
Cal orld be founded on “a principle 
NSIV@> balanced expansion,’” and en- 
| Saldi suragement of extensive exports, 
arger imports, and sound foreign 
vestments. 


Cites Current Problems 


Early understanding and agree- 

- loce ent among the leading nations, 

lienc#ind as many other nations as pos- 

O Nafible, must be reached on these 

prettiroblems, Mr. Reed said: 

1. Discriminatory treatment of 
thafations in world commerce; 

on 2. Doing away with the ma- 

*€ OMority of exchange restrictions or 

5 rade restrictions; 

h elf] 3. Eliminating quotas, embar- 

in addoes, and prohibitions against both 

xports and imports; 

up “i 4. The reduction of tariff bar- 

nN, WHiers and the simplification of cus- 

ewhifoms administration and proce- 

wise, Mures: 

nange@™# 5. Arriving at “fair trade rules” 

affersovering such factors as govern- 

S £lfhent monopolies, state trading, 

or hi#ind cartels; 

ut 6. Creating an _ international 
Loif-ade organization to study inter- 


| malational trade problems and rec- 
BD {t#/immend trade practices. This 
signl@inction, he hopes, will be dis- 
ssign@harged by I. T. O. under the 
_ §nited Nations; 
castii@ 7. Finding a reasonable solu- 
tly tion for those cases in which 
ts. N@orld productive capacity is 
ded lf@early in excess of world demand 


report@ind finding a means of shifting 

ed. igh cost efforts and resources out 
f the over-expanded industries 

hto other productive effort; 

sts fis. Allocating, on a fair basis, 
e shipping facilities now avail- 

1 Carogple. 


Brand Names Day’ 
Bet for April 18 


New Yorxk—More than 1,000 ad- 
associagertising and media executives 
‘arolig@#e expected ‘to take part in the 
ize !4inual meeting of Brand Names 
ice 2@bundation at the Waldorf-Astoria 


Last Minute News Flashes 
‘Stairway to Heaven’ Gets $200,000 Push 


New YorK—Universal International Pictures is launching a maga- 
zine campaign for “Stairway to Heaven,” one of the J. Arthur Rank 
pictures which it will release in this country. Color pages will run 
in Collier’s, Life, Look, New York Times Magazine, The Saturday 
Evening Post and Time. The budget, which includes newspaper space 
in cities as the picture opens, spot radio and outdoor, is in excess of 
$200,000. Monroe Greenthal Advertising is the agency. 


Abbott Kimball Gets Swim Suit Account 


Los ANGELES—Abbott Kimball Company has been appointed to 
handle the advertising and merchandising of Rose Marie Reid swim 
suits, effective May 1. Advertising will be continued in national fashion 
magazines, and an expanded business paper campaign is planned. 


B&O Promotes New ‘Sentinel Service’ 


BALTIMORE—Baltimore & Ohio Railroad is introducing “sentinel 
service,” providing carload shippers with down-to-the-hour advance 
information on arrival time on recipients’ sidings, in newspapers of 
46 on-line and 36 off-line cities, through Richard A. Foley Advertis- 
ing Agency, Philadelphia. A 600-line opener will be followed this 
spring by eight 360-line insertions. 


New Rail Group Signs 8,700 Members 


New YorK—William C. MacMillan Jr., Cleveland, president of 
Robert R. Young’s Federation for Railway Progress (AA, Feb. 24), will 
announce at a press conference here March 24 that the federation has 
signed 8,700 individual stockholder members in its first four weeks. 


$1,000,000 Spot 
Drive in 6 Weeks 


for Lucky Strike 


NEw YorK—American Tobacco 
Company will flood the airwaves 
with Lucky Strike jingles from 
April 7 to mid-May in a drive that 
may cost close to $1,000,000. 

As many as 900 stations may be 
used, including 588 small - town 
stations which the Keystone Net- 
work, Chicago, has been asked to 
line up. Keystone, a‘transcription 
network, has 250 affiliates. In 65 
major cities, the jingles will be 
heard 15 times daily on each sta- 
tion used. 

Spots will consist of melodies by 
the “Sportsman Quartet” featured 
on Jack Benny’s Sunday evening 
broadcasts for American. Each will 
last 15 seconds and will parody 
the LS/MFT slogan. 

Foote, Cone & Belding, agency 
for American Tobacco, said the in- 
tensive campaign definitely is in 
addition to other Lucky Strike ad- 
vertising. Although Miles Labora- 


PATENT AND COMMON.-LAID 
ORDAGE, 
Manufactured by Water-Power. 


superior quality, which they are 
manufacture into i 


a name your customers know 


for SUPERIOR QUALITY in rope 


There tame — end prfit — bon ys im ne qqamseths =.artes aot ort me 
saret you we repraduced here mo capy of the very Reet ennoume 
ment ever made by Phy mouth Contage Company. io VRE 


Wheat routs m your own rash regrets w the lors ther Mh d's 


sy edvertmung 122 years ago’ Ther was anh the start of» tennant 
pod of Rae quakes roy matieng seat mmund prabertice merchambmmng 
whet has mate FP) mowth Keown the workd over 
PLYMOUTH 
Presesagge J ronda 


Toles, millions of ropecomnumers in indoors, om farwne wed ot ane 
are eing Py math edverimang erery mami betping to mamta 
Pry meth reer slag 


THE ROPE TOU CAM THRUST BECAUSE IT 1S ENGINEERED FOR TOUR J08 
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SLRPO HAE PORLE ec eat OU TRORY RAMBO RL Boe Os Mebee aah ak Aenea 


OLDSTER—Plymouth Cordage Co., 
North Plymouth, Mass., uses its initial 
announcement of March, 1825, a 122- 
year-old ad, in its current hardware 
business paper insertion to show that 
the company, without change of name, 
has advertised consistently through the 
years. Fuller & Smith & Ross, New York, 
handles the account. 


members, in addition to the “C&O 
time. 


Their holdings range from one to 150,000 shares. 


Several railroad 
group,” may be announced at that 


N. Y. Yankees 


Leaders Question 
Grade Labeling, 
Brand Group Says 


» New YorK—More than 61% of 
opinion leaders in 25 cities, sur- 
veyed by Fact Finders Associates 
for Brand Names Foundation, be- 
lieve that “requirements of users 
are so varied that over-all grades 
would be misleading,” reported 


of the foundation. 

Nearly three-fourths (74.3%) of 
them, Mr. Abt added, believe that 
‘judgments between grades may 
be so close as to lead to injustices 
and lack of uniformity in judg- 
ments.” Three-fifths (61.6%) 


Henry E. Abt, managing director | 


Polaroid Shaves 
Visor Price; Adds 
De Luxe Model 


CAMBRIDGE, Mass.—The Polaroid 
Corporation is using automotive 
business publications to announce 
the 1947 line of Polaroid day- 
driving visors, including a new 
de luxe model, to retail at $5.95, 
| which will have a lens twice the 
'size of the standard visor lens. 

The standard model has been 
reduced from $4.95 to $3.95 and 
visors designed for trucks, buses 
and other commercial vehicles will 
be introduced to round out Pola- 
roid’s line of anti-glare automotive 


| accessories. 


thought that “grade labeling) fhe advertising program will 
score cards are only an aid to an |jnclude a series of half-page ad- 
unscientific method that depends | yertisements in Life and The Sat- 


Will Bankroll 
Highbrow Music 


New YorK—The New York 
Yankees (a professional baseball 
club if you didn’t know) is going 
to sponsor a series of symphonic 
music programs! 
| Starting April 14 and continuing 
throughout the 26-week baseball 
season, the Yankees will bankroll 
a daily program of recordings on 
the New York Times station 
WQXR from 4 to 5 o’clock, EST. 

Commercials on the programs 
will be largely institutional, said 
Tom Gallery, general manager of 
the Yankees. The place of base- 
ball in American life will be dis- 
cussed as well as the historical 
| background of the Yankees. No 
;mention will be made of individual 
| players. 
| At least a partial explanation of 


tories, for Alka-Seltzer, and one or 
two other companies have used as 
many as 900 stations previously 
in spot campaigns, the Lucky 
Strike deal represents by far the 
largest. expenditure ever made for 
spots in so short a time. 


Silver Campaign 
Tackles Families 
in $2,000-Up Group 


WALLINGFORD, CONN. — Wallace 
Silversmiths has scheduled a list 
of national magazines in its largest 
campaign, intended to reach a ma- 
jority of women in the 15,000,000 
families with income of more than 
$2,000 annually. 

Color pages will be run, through 
Ellington & Co., New York, in 
American Home, Bride’s Magazine, 
Cosmopolitan, Guide for Brides, 
|Harper’s Bazaar, House Beautiful, 
| Ladies’ Home Journal, Mademoi- 


on the judgment of the individual 
doing the judging.” One phase of 
the survey showed that 84.2% of 
those interviewed prefer to buy 
manufacturer-branded products. 
The survey covered home eco- 
nomics teachers, women’s club of- 
ficers, women’s editors, social 
workers, and church and school 
officials in Atlanta, Baltimore, Bos- 
ton, Buffalo, Enid, Okla., Ft. Smith, 
Ark., Grand Rapids, Hartford, New 
Orleans, Portland, Me., Providence, 


bus, Dallas, Denver, Kansas City, 
Memphis, Miami, Milwaukee, 
Newark, Savannah, Springfield, 
Ill., Utica, and White Plains, N. Y. 


Vanguard Films to Orr 


Vanguard Films, David O. Selz- 
nick’s motion picture company, 
has switched its account from 
Foote, Cone & Belding to Robert 
W. Orr & Associates, New York. 
Selznick officials estimate the ac- 
count—not including the _ spec- 
tacular “Duel in the Sun” —to 
amount to $2,000,000 in billings. 
Robert Gillham, formerly a J. 
Walter Thompson vice - president 
and head of the agency’s film and 
television department, will join 
Selznick. 


Three Join Grey Agency 

Leroy B. Block, formerly with 
Musicraft Records, Inc., has been 
named assistant account executive 
of Grey Advertising Agency, New 
York. Patricia Heyman, formerly 
editor of Fur Fashions, and Lucy 
Hall, previously on the editorial 
staff of Vogue, have joined the 
copy department. 


Ayer Resigns Britannica 
N. W. Ayer & Son, Philadelphia, 
has resigned the account of En- 


ine ere April 18, which has been 
ter @B ignated as “Brand Names Day.” 
Edmund S. Rogers, chairman of 
ges e board of Sterling Drug, Inc.— 
4 pected to be named foundation 
“or fairman to succeed A. O. Buck- 
bed sham of Cluett, Peabody & Co. 
it com will deliver the keynote address 
membeg the luncheon session, on “What 
depargur Brands Mean to America.” 
ompanMeophil H. Mueller, Julius 
Heat Fayser & Co., chairman of the 
i, ComMiindation’s executive committee, 
he “so be master of ceremonies. 
od Donald B. Douglas, Quaker Oats 
mpany, will preside at an ad- 
l rtising executives’ clinic; Rob- 
_@ M. Ganger of Geyer, Newell & | 
r diré nger, at an advertising agen- 
re. ha’. Clinic; George S. McMillan, 
f Ford istol-Myers Company, public 
nool im-tions clinic, and E. P. Simmons, 
ew prgpartment store clinic. Other 
.odetMnics will be held for media ex- 
nerch@@itives and for small retailers. 


cyclopaedia Britannica, Chicago. 


Roanoke, Burlington, Vt., Colum-| 


‘urday Evening Post, outdoor post- 
ers on key highways, direct mail 
brochures to auto dealers, win- 
dow streamers, display boxes, and 
a “Now-You-See-It, Now-You- 
Don’t” counter card, utilizing, says 
the company, “a magic-like light- 


through a Polaroid visor, the word 
‘glare’ on the counter card mys- 
| teriously disappears.” Polaroid 
| also will distribute free mats to 
|dealers for local newspaper ad- 
vertising. 

Batten, Barton, Durstine & Os- 
born, Boston, is the agency. 


Evans Sues WOR, GF 
Over ‘Juvenile Jury’ 


Bill Evans, Chicago radio an- 
nouncer, has filed suit in federal 
court in New York asking $500,- 
000 damages from Station WOR, 
General Foods and two _ indi- 
viduals, claiming that the defend- 
ants violated his copyright to the 
title and idea used for the “Juve- 
nile Jury” program. 

Jack Barry, master of cere- 
monies on the program, and Dan 
Ehrenreich, producer, are named 
defendants. Mr. Evans asserts 
that his copyright, filed in 1944, 
covers a proposed program for a 
panel of children answering ques- 
tions asked by an m.c. WOR, it is 
understood, will defend the suit on 
grounds that Mr. Barry originated 
the idea and program title inde- 
pendently in 1945. General Foods 
is sponsor of the program, heard 
over Mutual on Sundays, 1:30-2 
p.m., EST. 


‘Post’ Joins Bureau 


The Denver Post, long a major 
“holdout,” has joined the Bureau 
of Advertising, ANPA. With addi- 
tion of the Post and the Sentinel- 
Standard, Ionia, Mich., the bureau 
now has 1,068 members. 


polarizing principle—when viewed 


'the Yankees’ unprecedented radio | selle, Seventeen, Town & Country 
undertaking is to be found in the | 22d Vogue. 


| musical interests of Col. Larry Mc-| I addition, a series of six 
|Phail, president of the ball club. | black-and-white ads in Nation’s 


In addition to being a baseball | Business will remind men what to 
‘magnate of considerable stature,|>Uy for anniversaries, weddings 
Mr. McPhail is, to quote some of |2nd birthdays, offering a booklet 
| his players, “a screwball on music.’ titled “A Man’s Guide to Simpli- 
Whenever their president is not at | fied Gift Buying. 
|a ball park he is sure to be attend-| | Wallace also is expanding pub- 
‘ing a concert or “bending his ear | lic and dealer relations efforts. A 
‘to some of that long-haired stuff |Tetail advisory board has been 
on the radio,” they say. |created to help dealers put Wal- 
| The radio trade has expressed |lace promotional materials to best 
‘considerable interest in the|¥se. A four-volume re-training 
Yankees’ sponsorship. Some com- | COUrse for retail personnel is 

mentators predict it will start a |offered to regular dealers without 
trend and that the Brooklyn Dodg- | Charge. ' 

ers, determined not to be outdone,|__ 4 campaign for Wallace s hotel 
‘will soon be shopping around for a| line has been started in hotel 
| ballet troupe they can sponsor on | business papers. 

television. 


The cost of the series is esti-/ Senate Confirms Webster 


mated at $20,000—$15,000 for time as Member of FCC 


and $5,000 for continuity and an- 
nouncer. The business was placed Rr: Senate last pe! oer i 
direct, the idea for the show com- | the 1 pte sage of Edward M. 
: fr WQXR’s station man- Webster as the seventh member of 
ing irom ee the Federal Communications Com- 
ager John Hays. mission. 

No opposition was expressed to 


the nomination of Commodore 

— “pene pete | Webster, although it occasioned 
cr. ’ * is March . h 

count executive with Pacific Coast ee welt atte A 
Advertising Agency, has opened director of communications for the 
his own agency offices at Pier 7, Coast Guard. Radio executives 
poem ig i Da Statin KOW: had urged the appointment of an 


O. Casperson & Sons, dairy prod- — broadcaster to the 

‘ucts; N. Gray, funeral director; | = oe 

|White & Holcombe, marine sup-| 

|plies and Fiberglas products, and | Names Mel Adams 

Earthfoam Company, garden prod-| American Time Corporation, 

ucts. | Springfield, Mass., has appointed 
———_—— |Mel Adams & Associates, Inc., 

‘Eagle’ Boosts Rates |New York, to direct its public re- 

| lations. 


| Effective July 1, Eagle Maga-| SD 
zine will increase its black-and- | P P 
white page rate from $1,250 to | Hutzler Joins Four A’s 


$1,600, and the agate line rate Hutzler Advertising Agency, 
from $3 to $4. The new rates are| Dayton, has joined the American 
| based on a Jan. 1 ABC circulation | Association of Advertising Agen- 
| figure of 1,052,000. | cies. 
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..- that helps sell Seeds | 


Fast moving, ever-changing is the tempo of today’s retail store operations. The 
specialized buyer must have specific news and “know-how” to make intelligent 
decisions in bis own business. He wants vital facts .. . on trends, management, 
promotion, display, sales training, resources ... for bis own trade... bis own 
job .. . to help Sim sell more and sell better. 


This sell-ective editorial guidance is provided by the Haire specialized 
editorial staffs. Radiating from headquartefs and branch offices in key mer- 
chandising centers, they literally live with every important retail market. 


Their findings are expertly evaluated, interpreted and channeled into the 
9 Haire merchandising magazines . . . to serve their specialized buyers in lead- 


ing retail stores controlling major volume in their specific lines. 


By the courageous, crusading spirit of editorial leadership, Haire editors 
stimulate buyers to ACT . . . to buy wisely, to sell soundly, to do a more 
effective job. 


The Power of ALL for the Strength of EACH. 
The editorial resources of the entire group of Haire 
publications intensify the strength of each. 
Responsiveness to Haire editorial authority carries 
over to the advertising pages. This is one of the reasons 
why HOUSE FURNISHING REVIEW, described here, invari- 
ably leads in advertising volume in its specialized field. 


MORE effective because it’s 
MORE SELL-ective! 


HOUSE FURNISHING REVIEW is the ONLY specialized publication in 
the housewares and appliance field . . . its acknowledged authority. It 
delivers the helpful, constructive guidance which the specialized buyers 
in this field need and want. HFR gives them 12 monthly issues, 12 Be- 
tween Issues News Bulletins and an Annual Directory. 


The vitality of its editorial service is indicated by recent surveys 
showing four readers to each copy of HFR. On this basis about 40,000 
interested readers regularly look to this publication for guidance. More 
than that, over 50% of the buyers save their copies for periods of from 
three months to over one year for constant referénce. 


HER delivers to all advertisers a highly responsive sell-ective buyer 
audience for productive and efficient advertising. Send for complete 
fact sheet. 


FOUNDED 1892—For 55 years the leader and spokesman for the housewares 
and appliance field. 


BUYER COVERAGE—HFR provides intensive coverage and responsive interest 
of housewares and appliance buyers in department stores, house furnish‘ng 
stores, hardware stores, furniture stores, chain store buying offices and mail 
order houses. Current A.B.C. subscription renewal rate 79.88%. 


EDITORIAL LEADERSHIP —Edited by Julien Elfenbein, a recognized leader in 
industry affairs, and a picked staff of experienced market editors. 


ADVERTISING LEADERSHIP Carries more advertising in volume of ce 
and number of advertisers in housewares and appliances th ny 
publication touching this field. During 1946, HFR carried 20. ges 
of advertising. 
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